Designing innovative business models: A design catalyst learning resource by Bucolo, Sam et al.


D E S I G N I N G  I N N O VAT I V E  B U S I N E S S  M O D E L S
A  D E S I G N  C ATA LY S T  L E A R N I N G  R E S O U R C E
D E S I G N  L E D  I N N O VAT I O N  2 0 1 3
B U C O L O  W R I G L E Y  M AT T H E W S  J O H N S O N
04
Copyright © 2013
ISBN: 978-1-921897-66-5
Professor Sam Bucolo, Dr Cara Wrigley, Dr Judy Matthews and Dean Johnson.  All rights reserved. No part of this workbook may be re-
produced or reprinted or utilised in any form electronic or by any other means, now known or here after invented, including photocopying 
and recording, or in any information storage or retrieval system, without written permission from the authors.
Disclaimer: All information published in this book was obtained via publicly available data only, with the sole purpose to investigate the 
innovation relationships within the assumed business model configuration. All information was based on secondary data, which was 
publicly available at the time of research and may not reflect the actual business model of firms and should not be used to make any 
assessment thereafter. The business models reviewed were investigated in the present day and may not reflect the firm in the future.
Limit of liability/disclaimer of warranty:  While the publisher and authors have used their best efforts in preparing this book, they make 
no representations or warranties with respect to the accuracy or completeness of the contents of this learning resource and specifically 
disclaim any implied warranties of merchantability or fitness for a particular purpose. No warranty may be created or extended by sales 
representatives or written sales materials. The advice and strategies contained herein may not be suitable for your situation. You should 
consult with a professional where appropriate. Neither the publisher nor authors shall be liable for any loss of profit or any other com-
mercial damages, including but not limited to special, incidental, consequential, or other damages.
Designed by Tanya Desplat
Photographs by Michael Wickson
D E S I G N I N G  I N N O VAT I V E  B U S I N E S S  M O D E L S
A  D E S I G N  C ATA LY S T  L E A R N I N G  R E S O U R C E
D E S I G N I N G  I N N O VAT I V E  B U S I N E S S  M O D E L S
A  D E S I G N  C ATA LY S T  L E A R N I N G  R E S O U R C E
D E S I G N  L E D  I N N O VAT I O N  2 0 1 3
B U C O L O  W R I G L E Y  M AT T H E W S  J O H N S O N
A unique combination of global, structural and cyclical forces are currently placing immense pressure on many Australian businesses. 
The manufacturing sector in particular has suffered, with lasting repercussions weakening the Australian economy. As a country with 
unique challenges, Australia needs to better understand and address the practical implications of how to shape its future. The broad ob-
jective of change must be to remain competitive in a global market place against strong emerging competition. To do so, Australia needs 
to look at design as central to its innovation drive. Design Led Innovation provides a means in which to create an alternative competitive 
advantage in high cost and low productivity environments such as Australia’s current economic landscape.
At its broadest level, design brings a different way of thinking and working, using constraints to generate novel solutions. The role design 
has traditionally fulfilled within companies concerns manufacturing and the production arena - or simply as a styling afterthought. More 
recently, the role of design has extended to include user-centered approaches capturing greater understanding of the user and their 
needs. This shift in design understanding highlights the value of design as an organisational process and is key to new product and ser-
vice developments. Although user-centred research has elevated the role of design from a practitioner and research investigation point 
of view, the value of design in moving further upstream in the innovation process has only recently emerged.
Design as an enabler of knowledge creation (as opposed to creative problem solver) is similar to technological research, which allows 
for the untargeted exploration of new possibilities. However, rather than exploring technical possibilities, designers explore new possible 
meanings through deeper understandings of socio-cultural models and trends. In this latter view of design, Design Led Innovation, is seen 
as a strategy that aims to radically change the emotional and symbolic characteristics of products and services through a deeper under-
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standing of broader changes in society, stakeholders and technology while integrating these changes throughout the organisation. Rather 
than being driven only by user needs or technological developments, Design Led Innovation is pushed by a firm’s vision about possible 
new product meanings and languages that may be adopted in society. In order to execute on this new vision, a necessary capability is to 
innovate not only around products and services, but entire business models.
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INTRODUCTION
The term Design Led Innovation is emerging as a fundamental business process, which is rapidly being adopted by large as well as small 
to medium sized firms. The value that design brings to an organisation is a different way of thinking, of framing situations and possibilities, 
doing things and tackling problems: essentially a cultural transformation of the way the firm undertakes its business. Being Design Led is 
increasingly being seen by business as a driver of company growth, allowing firms to provide a strong point of difference to its stakehold-
ers. Achieving this Design Led process, requires strong leadership to enable the organisation to develop a clear vision for top line growth. 
Specifically, based on deep customer insights and expanded through customer and stakeholder engagements, the outcomes of which 
are then adopted by all aspects of the business. To achieve this goal, several tools and processes are available, which need to be linked 
to new organisational capabilities within a business transformation context.
The Design Led Innovation Team focuses on embedding tools and processes within an organisation and matching this with design lead-
ership qualities to enable companies to create breakthrough innovation and achieve sustained growth, through ultimately transforming 
their business model.  As all information for these case studies was derived from publicly accessed data, this resource is not intended to 
be used as reference material, but rather is a learning tool for designers to begin to consider and explore businesses at a strategic level. 
It is not the results that are key, but rather the process and philosophies that were used to create these case studies and disseminate 
this way of thinking amongst the design community. It is this process of unpacking a business guided by the framework of Osterwalder’s 
Business Model Canvas* which provides an important tool for designers to gain a greater perspective of a company’s true innovation 
potential.
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This resource aims to become an important part of a designer’s tool kit that helps designers to relate, evaluate and compare strategies 
within firms that are striving to become design led. The goal is to educate, inspire and provoke creative thinking beyond the traditional 
practices of product design and into the new professional role of design innovation catalyst.
 *Osterwalder, A., & Pigneur, Y. (2010). Business model generation: a handbook for visionaries, game changers, and challengers. Wiley.
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BUSINESS MODEL CASE STUDIES
The aim of this project was to analyse the business models of various international firms by deconstructing publicly available data to use 
as design inspiration, discussion and direction. The project seeks to stimulate thinking surrounding the design and comparison of busi-
ness model creation and business model prototyping. Investigation also took place on the comparative value of designing and prototyping 
at project and business level of operations.
The purpose of this project was to provide a concise graphical representation of a diverse range of innovative business models, both 
domestically and abroad. The project utilises publicly available data to analyse some of the most innovative businesses from around the 
world. Companies were chosen to represent a cross section of popular and dominant industries and sectors. Global companies were 
included to provide a comparative reference to Australian companies within their industry. Whilst a diverse range of businesses were 
researched, there was a preference towards businesses which differed from traditional business models. Insight is also provided on 
companies that are currently involved with Design Led Innovation practice as a reference point. From the publicly available information, 
a snap shot in the form of a flow diagram was extrapolated in order to illustrate the relationships between stakeholders, and demonstrate 
how value is created and captured.
Osterwalder’s Business Model Canvas is used as a framework to unpack the different relationships within each case study as it is a highly 
useful tool for providing a snapshot of all the key elements that form a business model. Case studies of a broad and diverse range of busi-
ness demographics were chosen so that designers can relate, evaluate and compare strategies to companies, which they are designing 
for. However there are also great insights that can be found by comparing models across industries, sizes and structure of firms.
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The case studies provide insight into how each company has been able to deliver its value proposition to customers and key stakehold-
ers. Many of these companies sell the same or similar products and services, however they do not compete on price, but rather compete 
through the delivery of their unique value proposition to customers and stakeholders. A unique value proposition works to differentiate 
each company and guide how and why people choose to engage with one company over the next.
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ICON LEGEND
INTERNET MANUFACTURINGFINANCIAL PRODUCT SUPPLY PEOPLE
The Internet symbol rep-
resents any value that is 
delivered via the world 
wide web. This value in-
cludes such interactions 
as customer relation-
ships, sales and supply 
channels.
The financial symbol is 
used to represent the flow 
or transaction of sales, 
profit or money. It also is 
used to symbolise value 
within a business, which 
is related to financial as-
sets. Some examples are; 
revenue from sales, sales 
commissions, and capital 
investment.
This icon represents an 
entity or process within a 
businesses activity that 
involves manufacturing 
required for the creation 
of a businesses product 
offerings.
This icon is a representa-
tion of tangible products, 
and the delivery of these 
products to the market. 
The icon is used to dem-
onstrate any part of a 
business that contributes 
to the delivery and pro-
duction of value. 
This icon is used to show 
value that is created within 
a business strategy that is 
a direct relation to human 
input. This value includes 
interactions with custom-
ers, staff, and partners.
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EDUCATION RETAIL PROPRIETARY PARTNERSHIP
The education icon con-
veys the exchange of 
knowledge between en-
tities that are involved 
in the creation of value 
for their customer. This 
knowledge exchange in-
cludes customers, staff, 
and also partners.
This symbol is used to 
represent the delivery of a 
product or service through 
a traditional ‘bricks and 
mortar’ channel.
This icon is used to rep-
resent any value within 
a business that is pro-
prietary or exclusive to 
that company. This value 
includes intellectual prop-
erty, partnership agree-
ments, and extends to 
human capital.
This symbol represents 
the value attained in a 
business by establish-
ing partnerships and al-
liances. This partnership 
may be with other compa-
nies, customers and also 
through internal firm rela-
tionships.
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BUSINESS LEGEND
X X X X X X X X X X X X X XX X X X X X X X X X X X X X X X X X X X X
GROWTH PRODUCTSERVICE BRANDING UNIQUENESS
This symbol illustrates the 
rate at which a business 
is experiencing growth. 
Growth  is an important 
characteristic as many 
businesses rely on econ-
omies of scale in order to 
be competitive.
Some businesses have a 
competitive advantage in 
offering superior service 
within their industry. This 
symbol is a representa-
tion of how much value 
is added by a company’s 
service processes.
This symbol is a repre-
sentation of the quality 
of a company’s product 
offerings, and a grading 
of how key a company’s 
product offerings are to its 
Business Model.
Branding is key to most 
companies, however for 
some it is a vital contribut-
ing factor to their success. 
This symbol is a repre-
sentation of the  value of 
a brand, and the value 
that is created through it.
In order to give an accu-
rate snapshot of a Busi-
ness Model, it is important 
to recognise how unique 
their strategy is within 
their marketplace. A com-
pletely disruptive strategy 
would be given the high-
est score.
*The legend provides a ranking from 1 to 7 stars revealing the categories’ strengths within a company.
21
C O M P E T I T I V E  S T R AT E G Y
X X X X X
B R A N D I N G
X X X
X X X X X X X X X X X X X X
U N I Q U E N E S S
X X X
G R O W T H
X X
S E R V I C E
X X X X
P R O D U C T
X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X X X
COMPETITIVE 
STRATEGY
PRICE 
COMPETITIVENESS
Competitive strategy re-
fers to the success of a 
company’s strategy in 
the marketplace amongst 
rivals. A business that 
has a distinct competitive 
strategy and is successful 
in their industry is given 
the highest score.
Many businesses create 
value by being a price 
leader in their industry. 
This attribute recognises 
the level at which a com-
pany creates value by be-
ing competitive on price 
and costs.
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AUSTRALIAN FRESH LEAF
Australian Fresh Leaf grows, distributes 
and markets freshly grown herbs. Their 
business idea originated from a rise in the 
trend towards home cooking, and in re-
sponse to the poor quality products avail-
able. Australian Fresh Leaf introduced an 
innovative supply chain that allows the re-
tailer to order directly from the farm, sav-
ing on costs, with less product handling 
and significantly improving quality.
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
product
packaged
(ready for use)
high quality
produce
(all year)
revenue
(sales)
support/
training
AFL
fresh herb
retailers
secondary
growers
I N D U S T R Y
A G R I C U LT U R E  ( H E R B S )
F O U N D E D
2 0 0 8
S TA F F
3 0
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B U S I N E S S  M O D E L  C A N VA S
seasonal works 
around
market place
dist.
software
agriculture
research
technology
developers distribution
30 partner
farms
young, 
female
home
cooks
product
sales
licensing
software
inhouse
packaging
marketing
specialty
          food stores
independant
supermarket
The freshest
and best quality
herbs in Australia”
“
higher margin
than competi-
tors
KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER SEGMENTS
COST STRUCTURES REVENUE STREAMS
KEY RESOURCES
C O M P E T I T I V E  S T R AT E G Y
X X X X X
B R A N D I N G
X X X X
U N I Q U E N E S S
X X X X
G R O W T H
X X X X X
S E R V I C E
X X X X X X
P R O D U C T
X X X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X X
CHANNELS
CU
STOMER R ’SHIPS
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SIMPSON FARMS
Simpson Farms are the largest Avocado 
growers in Australia. Simpson farms have 
invested heavily in packaging and pro-
cessing facilities allowing them to expand 
upon current operations,  and to offer 
packaged ‘value add’ products (such as 
guacamole). The company also produces 
high quality avocado products  that they 
sell to trade customers such as restau-
rants and caterers.
B U S I N E S S  M O D E L  R E L AT I O N S H I P SI N D U S T R Y
A G R I C U LT U R E  ( AV O C A D O S )
F O U N D E D
1 9 6 9
S TA F F
4 0 +
secondary
produce products
manufacturing
fees
salespackaging &
processing
export
market
sales
secondary
produce
products
SF
large retailers
& distributors
fruit & produce
growers
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seasonal high capital
intensity
innovation in
manufacturing
fruit growing
& processing
packaging & 
processing 
equipment
land & assets
fruit & produce 
growers
raw material
suppliers
export 
customers
retailers
other 
produce 
growers
product
sales
packaging & 
processing
inhouse
packaging
marketing
export
    market
retail / food
stores
Quality produce 
from farm to pro-
cessed food”
“
higher margin
than competi-
tors
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FOOD AND
HOSPITALITY
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coffee
machines
manufacturing
fees
at home coffee
drinkers
initial + ongoing 
sales (subscription)
machine +
ongoing 
consumables
N
nespresso
retail stores
machine
manufacturers
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NESPRESSO
Nespresso first invented a coffee machine 
that uses capsules instead of traditional 
methods. This technology is protected by 
1700 patents - giving Nespresso the ad-
vantage of vendor lock in. However, Nes-
presso’s patents are beginning to expire, 
and competitors are starting to enter the 
market with ‘nespresso compatible’ cap-
sules.
B U S I N E S S  M O D E L  R E L AT I O N S H I P SI N D U S T R Y
C O F F E E  S U P P L I E R
F O U N D E D
1 9 8 8
S TA F F
5 5 0 0
B U S I N E S S  M O D E L  C A N VA S
distribution marketing
marketing + cus-
tomer acquisition
procurement + 
production
districution
network
patents
machine
manufacturers
in home
coffee 
drinkers
make your 
own - office 
workers
low margin 
sales - machines
high margin 
- caps
nespresso
club
     online platform
       for ordering
retail/food
stores
Easy to make, cafe 
quality expresso 
- in your home or 
workplace”
“
manufacturing
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SUMO SALAD
Sumo Salad saw an opportunity within the 
market to offer a healthy, low cost alter-
native to current fast food options. They 
now operate 74 stores, 62 of which are 
franchises. Part of the success of their 
model is providing franchisees with the 
necessary support and training to oper-
ate a successful fast food outlet.  Sumo 
Salad were also sensitive and responsive 
to the demands of the market for low cost 
healthy food,  and ‘made a meal’ out of a 
salad.
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XPRESSO DELIGHT
Xpresso delight provides workplaces with
high-end coffee machines, and also op-
erates coffee vans. They provide a fran-
chisee with high end coffee makers, that 
they install in workplaces for free. The 
customer then pays for each coffee which
is consumed. 
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INXPRESS
Inxpress is a franchised freight solutions 
company and their prime customer base 
is small and medium enterprises (SME’s) 
who only require minimal freight services. 
Inxpress uses group purchasing power to 
obtain considerable discounts on freight 
solutions for its members. Each SME also 
has their own personal shipping consult-
ant to advise.
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SOUTHWEST AIRLINES
Southwest Airlines is unique in its market-
place for a number of reasons. Southwest 
Airlines offers customers a low cost travel 
solution for short haul flights.  The reason 
why they can offer such a low cost solu-
tion is by being innovative in the ways they 
reduce their costs through standardised 
aircrafts, no frills/amenities, and quick 
turnaround in the aircraft. Southwest Air-
lines is also innovative in their approach 
with staff, selecting staff who are good 
with people for good customer relations.
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JETSTAR
Jetstar is a low cost airline that operates 
out of Melbourne, and is a subsidiary of 
Qantas Airlines. Jetstar is able to be com-
petitive within the market by reducing 
costs within HR, sharing infrastructure, 
moving its booking services online, and 
using Qantas’ buying power. Jetstar also 
strips back the service it offers, allowing 
customers to only pay for what they use. 
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REVIVE CLINICS
Revive Clinics provide an alternative to 
traditional medical clinics and are staffed 
by nurses instead of doctors. Revive Clin-
ics are usually based in high traffic, retail 
environments, and focus on smaller, less 
serious ailments. These clinics were es-
tablished after a recent change in legisla-
tion that allows patients to claim a rebate 
for these services. 
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ARGUS CONNECT
Established in 2004, Argus provides Medi-
cal professionals with an organised and 
secure software package to send and re-
ceive important medical information and 
electronic documents. The business is a 
freemium model, with the software pro-
vided for free, but the user has to pay for 
support, or for value add products which 
make the system easier to use.
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WEBJET
Webjet began in 1988, developing soft-
ware in conjunction with Microsoft, that 
allowed aggregation of varieties of travel 
offerings into a single searchable data-
base. Webjet’s initial competitive strategy 
was to offer the lowest possible airfare to 
any destination. However the company is 
no longer competitive in this area, and in-
stead are trying to streamline the activity 
of booking travel. 
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QUIRKY
Quirky is a web platform that allows inven-
tors and designers a place to pitch their 
new product ideas to a community of help-
ers. Quirky uses crowdsourcing to find 
new product ideas, and have them devel-
oped via the online community. If the prod-
uct is manufactured, the inventor and the 
community members involved are paid a 
percentage of sales based on their level 
of contribution. 
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99 DESIGNS
99 Designs is a web platform that offers its 
customers access to a global workforce of
Graphic Designers. A customer posts a 
brief outlining the work they require, and 
the community then submits concepts re-
lated to this brief. One winner is chosen, 
and this designer is paid a pre-determined 
monetary prize by the customer.
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KICKSTARTER
Kickstarter was a unique business model when 
it was first founded, as it was one of the first 
crowdfunding platforms available. Kickstarter 
works by fund seekers posting a project online, 
and stipulating the required funds needed to 
make it a reality. Backers from around the world 
can contribute little, or large amounts to the pro-
ject. If 100% of the funds are raised, the seeker 
receives the funding, less a 5% commission to 
Kickstarter. There are now many competitive 
sites offering the same service, however Kick-
starter still remains the largest.
I N D U S T R Y
O N L I N E  C R O W D S O U R C I N G
F O U N D E D
2 0 0 9
S TA F F
3 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
K
gift products/
services
fund seeker (amazon payments)
transaction
service
community of
backers
idea exposed
on website
funding
(less comm.)
3% trans. fee
from funding
micro
payments
61
C O M P E T I T I V E  S T R AT E G Y
X X X X X X
B R A N D I N G
X X X X
U N I Q U E N E S S
X X X X X X
G R O W T H
X X X X X
S E R V I C E
X X X X
P R O D U C T
X X X
P R I C E  C O M P E T I T I V E N E S S
X X
B U S I N E S S  M O D E L  C A N VA S
low margin,
massive turnover
brand/
trademark
website/it
management
amazon payments 
transaction 
service
fund seekers
commu-
nity of 
backers
% from 
transaction 
from amazon
5% comm. 
from funding
website
(help yourself)
website
Providing a 
platform to allow 
creators funding 
for their dreams”
“
low 
operations
costs
KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER SEGMENTS
COST STRUCTURES REVENUE STREAMS
KEY RESOURCES
CHANNELS
CU
STOMER R ’SHIPS
D E S I G N I N G  I N N O VAT I V E  B U S I N E S S  M O D E L S
A  D E S I G N  C ATA LY S T  L E A R N I N G  R E S O U R C E
D E S I G N  L E D  I N N O VAT I O N  2 0 1 3
B U C O L O  W R I G L E Y  M AT T H E W S  J O H N S O N
62
ZAPPOS
It was thought that a product like shoes re-
quiring fitting would be difficult to sell online. 
Zappos was one of the first e-commerce busi-
nesses to begin selling shoes online, taking an 
innovative approach by offering free shipping, 
free returns, and other offers to build trust with 
their customers. Quick to abandon drop ship-
ping (once thought to be the only cost effective 
way to distribute online), Zappos wanted more 
control over the vendors, and the quality of ser-
vice that they could offer through their shipping 
process. Zappos has now been acquired by 
Amazonm for a reported 1.2 billion dollars. 
I N D U S T R Y
O N L I N E  R E TA I L E R  ( F A S H I O N )
F O U N D E D
1 5 0 0
S TA F F
1  5 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
industry leading
service
access to
product ranges
high
volume
sales
purchase of 
products + good 
relationship
Z
customers
who value
quality
produce
vendors
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C O M P E T I T I V E  S T R AT E G Y
X X X X X
B R A N D I N G
X X X X
U N I Q U E N E S S
X X X X
G R O W T H
X X X X X
S E R V I C E
X X X X X
P R O D U C T
X X X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X
B U S I N E S S  M O D E L  C A N VA S
high capital
outlay
high warehousing/
inventory costs
resources (capi-
tal, human etc) 
from mother 
company
distribution/
warehousing
web 
mainte-
nance
vendors buildingvendor
relation-
ships
freight
suppliers
time poor 
consum-
ers (online 
shoppers)
sales of vendors 
goods
The widest choice, 
and best service 
for fashion online”
“
low margin -
high volume
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zappos.com
   24/7 phone
support     . happy staff=
happy cus-
tomers
free 
   shipping to
       and from
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SKETCHCHAIR
Sketchchair was a business which was 
funded by a kickstarter campaign. Sketch-
chair draws from existing elements such 
as open source, mass customization, 
rapid prototyping, crowdsourcing and 
crowdfunding. The idea is that a program 
created by the founders allows users to 
design, customise and test a cardboard 
chair concept online. Users can then pay 
to have the piece laser cut and home de-
livered for self-assembly.
I N D U S T R Y
C H A I R  D E S I G N  P L AT F O R M
F O U N D E D
2 0 1 1
S TA F F
1 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
S
original
designs
sales
platform to
search
chair buyer
chair designer + 
buyer
profit
from
sales
% of
price
platform
to create
chair manufacturing 
+ distribution
local chair
manufacturers
original
tip
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C O M P E T I T I V E  S T R AT E G Y
X X X X
B R A N D I N G
X X
U N I Q U E N E S S
X X X X X
G R O W T H
X X X
S E R V I C E
X X X X
P R O D U C T
X X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X X
B U S I N E S S  M O D E L  C A N VA S
low margin,
low capital
intensity
marketing
distribution
network
website + 
software
marketing + 
customer main-
tenance
chair manu-
facturers web development + maintenance
chair 
designer + 
buyer
cardboard
chair 
‘shopper’
amateur
chair
designers
sales of 
chairs
distribution
network
online
       support
     online
platforms
online community
     support
A platform to 
design, customise 
and realise your 
own cardboard 
chair”
“
web maintenance
+ hosting
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MANUFACTURING 
AND CONSUMER
PRODUCTS
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LEGO
Lego has been in business for over 50 
years, but recently has faced some formi-
dable strategic challenges. After a period 
of mass diversification in the early 2000’s, 
Lego was facing financial difficulties. Their 
new strategy saw focus return to their core 
products. They began to listen to their cus-
tomers more, and started a platform to be 
able to co-create products with Lego fans. 
Lego also licenses out its related prod-
ucts, such as clothing and board games 
producing its currently most profitable rev-
enue stream.
I N D U S T R Y
T O Y S
F O U N D E D
1 9 4 9
S TA F F
< 1 0  0 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
new products
revenue
(sales)
online platform
to create
licence to
use logo brand
3rd party
lego
products
innovative
core
product
licence
fee
revenue
(sales)
L
lego
enthusiasts
third party companies
(v.game, licencors etc)
mass market
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C O M P E T I T I V E  S T R AT E G Y
X X X X X X
B R A N D I N G
X X X X X X X
U N I Q U E N E S S
X X X X
G R O W T H
X X X X X
S E R V I C E
X X X X X
P R O D U C T
X X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X X
B U S I N E S S  M O D E L  C A N VA S
high volume, low
margin retail
product sales
profits 
from in-
licencing
logistics + 
packaging
existing
infra-
struc-
ture
brand
web plat-
form
lego enthusiasts
(content genera-
tors)
manufacturing lego
fans
mass
market
(longtail)
community
online
          platform
retail
stores
Giving Lego Fans 
the platform to 
be creative, and 
showcase their 
creations”
“
high volume, low 
profit custom 
prouct sales
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logisticsproduction
costs
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JROBINS FOOTWEAR
J Robins Footwear has been in business 
for over 100 years, and is historically a 
market leader in the Manufacture of Foot-
wear. However with rising global competi-
tion, J Robins was finding it harder to com-
pete.  Around 10 years ago, the company 
began focusing on a specific niche within 
the marketplace, and becoming an indus-
try expert. J Robins now offers R&D, de-
sign services and some of the best quality 
manufacturing of footwear globally.
I N D U S T R Y
M A N U F A C T U R I N G  ( F O O T W E A R )
F O U N D E D
1 9 1 1
S TA F F
4 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
JF
products 
manufactured
with quick
leadtime retailsales
(showrooms)
manufacturing fee
real world
experience
discoveries
university
of new
south
wales
mass market
retail sales
factory outlet
revenue
footwear
distributor
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C O M P E T I T I V E  S T R AT E G Y
X X X X
B R A N D I N G
X X X
U N I Q U E N E S S
X X X
G R O W T H
X X X
S E R V I C E
X X X X X
P R O D U C T
X X X X X X
P R I C E  C O M P E T I T I V E N E S S
X X
B U S I N E S S  M O D E L  C A N VA S
high operation
+labour costs
quality
driven
equipment + 
infrastructure
high quality
manufacturing
raw material
suppliers
retail sales
(showroom)
university of
new south 
wales
reputation
mass
market
manufacturing
fee
product
sales
technical
expertise
advice
        sales account
        managers
factory
outlet
High quality shoe 
production with 
minimal lead 
times, and maxi-
mum expertise”
“
r+d
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KIMBERLEY TRAILERS
Kimberley Kampers was established in 
1994, and has set itself apart in the mar-
ketplace in a number of ways. Mostly 
through remaining customer focused, 
Kimberley Kampers can deliver the very 
best camping products for their customer 
needs, sourcing the very best technology 
around the world, and also innovate inter-
nally. Lastly, by establishing a responsive 
supply chain, the company can release 
new innovations quickly to the market-
place. 
I N D U S T R Y
C A M P I N G  T R A I L E R  M A N U F A C T U R E R
F O U N D E D
1 9 9 4
S TA F F
1 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
KK
industry leading
innovations
sales/licence of
technology
technology
manufactuers
mass market
mass global
marketretailers/resellers
online store
trade shows
industry leading
   producs
industry leading
   producs
revenue
sales
profit
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C O M P E T I T I V E  S T R AT E G Y
X X X X X
B R A N D I N G
X X X X X
U N I Q U E N E S S
X X X X
G R O W T H
X X X X X
S E R V I C E
X X X X X X
P R O D U C T
X X X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X
B U S I N E S S  M O D E L  C A N VA S
high design/
r+d costs
wholesale/
export
high distri-
bution costs
sales
(trade shows)
design +
innovation
offshore
manufacturers
complimentary
companies
customer
service
patents
regis-
tered
designs
exclusive
technology
contracts
interna-
tional
market
grey
nomads
trade
    shows
online store
service
       support
online help
wholesale
Kampers which 
give the customer 
the ultimate travel 
experience”
“
low margin
on product
online
sales
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HILTI
Based in Liechtenstein, Hilti have undergone 
large changes in their business operations. 
Around 2008, they were facing strong competi-
tion and saw their prices, and margins falling. In 
order to remain competitive Hilti changed from 
offering products, to offering a service and in 
doing so developed a fleet management sys-
tem. This shift was based on understanding 
that their customers’ needs were not centered 
around ownership of power tools but instead 
around the uninterrupted use of power tools 
to work faster, safer and more productively. 
Hilti now lease their entire range of products via 
monthly contracts. As a consequence, products 
are well-inventoried and kept in perfect working 
order. 
I N D U S T R Y
P O W E R  T O O L S
F O U N D E D
1 9 4 1
S TA F F
2 0  0 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
online catalogue
of products
reliable access 
to entire range 
of working, or-
ganised tools
management
level contract
supply of
products (lease)
inc. maintenance
revenue
(sales)
H
mass global
market
construction
workers
construction
company
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C O M P E T I T I V E  S T R AT E G Y
X X X X X
B R A N D I N G
X X X X
U N I Q U E N E S S
X X X X X
G R O W T H
X X X X X
S E R V I C E
X X X X X X X
P R O D U C T
X X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X
B U S I N E S S  M O D E L  C A N VA S
increased
costs of
capital
higher margins
 than product
sales
service process
management
material
manufacturers
logistics +
manufacturing
brand
web-
site
pat-
ents
mass 
market 
(online)
construc-
tion + 
building 
manage-
ment
monthly lease
contracts
sales of
products
online
      store
online help +
feedback
lifetime
guarantee
contracts
(management
level)
Tools when you 
need them, and 
full lifetime service 
guarantee”
“
predictable
continuous 
costs
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KITCHENER KITCHENS
76
Kitchener Kitchens was founded in 2004 
and soon realised they were unable to 
compete with large competitors without 
the start up capital to establish enough 
showrooms. Their response was to estab-
lish partnerships around the globe allow-
ing them to deliver their products using a 
new online model. 
I N D U S T R Y
M A N U F A C T U R I N G  ( K I T C H E N S )
F O U N D E D
2 0 0 3
S TA F F
1 5 - 2 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
KK
revenue
online
support/
education
products/
custom
solutions
retail sales (showroom)
end users
blum - key partners
brand
software
demand
for
goods
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C O M P E T I T I V E  S T R AT E G Y
X X X X X
B R A N D I N G
X X X
U N I Q U E N E S S
X X X
G R O W T H
X X X X
S E R V I C E
X X
P R O D U C T
X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X X
B U S I N E S S  M O D E L  C A N VA S
operation
costs
online support/
education
suppliers 
(caeserstone 
etc)
customised
solutions
software
licence
blum - key 
partners
home
owners
renova-
tors
products/
service sales
online
           platform
free access
            info/educationfree design
+ quote
limited
showrooms
Involving the cli-
ent in the kitchen 
design process”
“
pr costs
(alliances)
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PROCTOR&GAMBLE
78
Proctor & Gamble has a long history of provid-
ing a diverse range of consumer products to 
the global marketplace. In the year 2000, P&G 
were seeing declines in sales globally, and also 
realised that their R&D budgets were being 
wasted, with only 15% of innovation projects 
reaching goals targeted. Through a new CEO, 
P&G adopted an open innovation approach to 
their R&D; sourcing, sharing and developing 
ideas with anyone including their competitors. 
They have now seen an increase in new prod-
ucts to the market.
I N D U S T R Y
C O N S U M E R  P R O D U C T S
F O U N D E D
1 8 3 7
S TA F F
1 3 8  0 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
raw material
manufacturers
revenue
(sales)
revenue
(sales)
revenue
(sales)
retailers mass global
market
leading
products
leading
products
licence to use
innovative technology
purchase 
of materials
raw materials
(chemicals etc)
new
innovations
financial
benefits
P+G
business
alliances
innovation network
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C O M P E T I T I V E  S T R AT E G Y
X X X X X
B R A N D I N G
X X X X X X
U N I Q U E N E S S
X X X X
G R O W T H
X X X X X
S E R V I C E
X X X X X
P R O D U C T
X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X
B U S I N E S S  M O D E L  C A N VA S
some shared 
costs (across 
diff. brands)
open + closed
innovation
numerous patents
+ trademarks
brands innovation
network
innovation
network
brand management 
+ marketing
raw material
manufacturers
mass
market
licencees
of tech-
nology
product
sales
licence
fee
retail
      stores
customer feedback/     
     research
direct sales
of licences
to partners        .
‘connect+develop’
innovation plat-
form
Superior, innova-
tive ‘customer fo-
cused’ products”
“
massive
buying
power
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BLACK&DECKER
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Black & Decker is a large company, which also 
encompasses other brands such as Stanley 
and Dewalt. Black & Decker have a long his-
tory of leading their industry through innovation 
(such as the early invention and patent for the 
hand drill). Black & Decker aims to create new 
and innovative products that solve problems for 
the mass market (predominately the household 
market). Their diverse approach to their product 
offerings can be seen through their large range 
of products, including power tools, household 
cleaners and outdoor tools.
I N D U S T R Y
P O W E R  T O O L S
F O U N D E D
1 9 1 0
S TA F F
2 0  0 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
innovative, market 
leading products
diverse 
product
range
diverse products
+ profits
shared innovation
+ resources innovative, marketleading products
revenue
(sales)
shelf presence
for product range
revenue
(sales)
revenue
(sales)
B+D
retailers
mass marketsubsidiary
companies
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C O M P E T I T I V E  S T R AT E G Y
X X X X
B R A N D I N G
X X X X X X
U N I Q U E N E S S
X X X X
G R O W T H
X X X X
S E R V I C E
X X X X
P R O D U C T
X X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X
B U S I N E S S  M O D E L  C A N VA S
high
capital
outlay
low margin
(wholesale 
margin)
distri-
bution
network
5000+
patents
brand
r+d product 
related 
innovation
subsidiary
companies
raw material
manufacturers
manufacturing
online product
information
retailer
support
large/global
retailers
mass
market
home 
diy’ers
profit from
subsidiaries
sales of 
products
retailers
black+decker
website
Innovative prod-
ucts that solve 
problems for the 
mass market”
“
high marketing
+advertising 
costs
high 
spend on
r+d
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TATA MOTORS
82
Tata Motos is a subsidiary of Indian con-
glomerate Tata. Tata are involved in a 
diverse range of business sectors, from 
vehicles, electricity, to consumer goods 
and retail. A recent innovation from Tata 
Motors was to develop a car to be used 
in India, that would be competitive against 
mopeds and motorcycles. The Nano was 
one of their first cars, with a retail price 
for less than $2,000. Tata were able to 
achieve this product through closer part-
nerships with part suppliers, stripping the 
car back to essentials, with other key de-
sign and innovation decisions. 
I N D U S T R Y
V E H I C L E  M A N U F A C T U R E R
F O U N D E D
1 9 8 0
S TA F F
4 7  0 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
information
+ support
challenged to
innovative
cheaper parts
sales
sales
cheap 
trans-
port
alter-
native
high volume
purchasing
TM
dealers 
+ resellers
customers looking for 
cheap transport options
parts
manufacturers
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C O M P E T I T I V E  S T R AT E G Y
X X X X X
B R A N D I N G
X X X X
U N I Q U E N E S S
X X X X X
G R O W T H
X X X X X
S E R V I C E
X X X X
P R O D U C T
X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X X X X
B U S I N E S S  M O D E L  C A N VA S
high
capital
expense
one of world’s 
largest markets
resources (capi-
tal, human etc) 
from mother
company
dealers
+resellers
sourcing
suppliers
market-
ing + 
sales
design +
innovation
parts
manufacturers
consumers 
in the devel-
oping world 
looking 
for cheap 
transport 
alternatives
vehicle
sales
after sales
service etc
resellers
+dealers
online info
+ help
48 month
warranty
support
through dealers
A cheap, no frills 
vehicle which 
serves the needs 
of the Indian 
consumer”
“
very low 
margin - high 
volume
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NINTENDO WII
84
For many years, Nintendo was caught up 
in a technology race with its competitors, 
Playstation and Xbox. Rather than contin-
uing to compete in this fierce marketplace, 
Nintendo instead created its own market. 
Rather than focusing on technology, the 
Wii was developed to create a different 
gaming experience. Rather than targeting 
the hardcore gamers, Nintendo found a 
new market of casual or non gamers as 
well as producing games the entire family 
could play. 
I N D U S T R Y
C A M I N G  /  E N T E R TA I N M E N T
F O U N D E D
1 8 8 9
S TA F F
5  0 9 5
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
new market
segment
catalogue
of games
royalties sales
platform for
products + promo
place to buy
games+console
profit
demand +
sales
NW
retail/
resellers
casual/ non
gamers
game
developers
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X
B R A N D I N G
X
U N I Q U E N E S S
X
G R O W T H
X
S E R V I C E
X
P R O D U C T
X
P R I C E  C O M P E T I T I V E N E S S
X
X X X X X
X X X X X
X X X X X
X X X X
X X X
X X X X X
X X X
B U S I N E S S  M O D E L  C A N VA S
technology
development
works 
around
market place
patents
motion control
technology
hardware
design
component
manufacturers
marketing +
promotion
games
developers
developers
casual 
gamers + 
families
sales of 
console
developer
royalties
new products 
to improve
experience
retailers
Unique motion 
controlled games 
which create a 
unique gaming
experience”
“
manufacturing
+ distribution
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SONY PLAYSTATION
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Sony has always been involved in a com-
petitive technology race in order to pro-
duce the most advanced consumer elec-
tronic offerings. They pride themselves 
on being the best manufactures of elec-
tronic products worldwide. Sony have a 
long standing history for leading the world 
in cutting edge entertainment producers. 
The playstation has been successful in 
the gaming market to date, through its 
comparable platform to their competitors. 
I N D U S T R Y
G A M I N G  /  E N T E R TA I N M E N T
F O U N D E D
1 9 9 4
S TA F F
3  0 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
SP
profit
revenue
platform for
product
software for
product
high performance 
platform
games
developers
retail/
resellers
place
to buy
games
+ consoles
hardcore
gamers
in game
products
sales
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X X X X X
B R A N D I N G
X X X X X X
U N I Q U E N E S S
X X X X
G R O W T H
X X X X X
S E R V I C E
X X X X X
P R O D U C T
X X X X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X X
B U S I N E S S  M O D E L  C A N VA S
technology
development
developer
royalties
marketing
+promotion
in game
purchases
hardware
design
patents
component
manufacturers
marketing 
+ promo-
tion
sony’s manufac-
turing + distribu-
tion network
tech-
nology
innovation
games
developers
hardcore/ 
serious 
gamers
online
support/
updates
playstation.com
in game
         purchases
retailers
The highest per-
formance gaming 
console on the 
market”
“
manufacturing
+distribution
sales of
console
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ORICA
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In the 1990’s, Orica was facing fierce 
competition from low cost competitors. 
Orica changed from selling commoditised 
products, to delivering all encompassing 
solutions to their clientele. Orica focus on 
their superior knowledge of mining related 
explosives, and are now the leading sup-
plier of these explosion solutions in the 
world.
I N D U S T R Y
M I N I N G  S E R V I C E S
F O U N D E D
1 8 7 4
S TA F F
1 4  0 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
education/
research 
institutions
funding
discov-
eries
support/
expertise
purchase of
products
leading
products
research
data
0
mining
companies
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X X X X X X
B R A N D I N G
X X X
U N I Q U E N E S S
X X X X
G R O W T H
X X X X X
S E R V I C E
X X X X X X X
P R O D U C T
X X X X X X X
P R I C E  C O M P E T I T I V E N E S S
X X
B U S I N E S S  M O D E L  C A N VA S
high hr
costs
high margin
on products
patents
personnel
mining
product
innovation
education/
research 
institutions
raw material
manufacturers
mining
companies
product
sales
dedication
     to safety
mutual
innovation
distribution
network
on site
experts
Increasing cus-
tomers productiv-
ity through exper-
tise + leading
products”
“
high
operational
costs
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PROFESSIONAL 
SERVICES AND
BANKING
D E S I G N I N G  I N N O VAT I V E  B U S I N E S S  M O D E L S
A  D E S I G N  C ATA LY S T  L E A R N I N G  R E S O U R C E
D E S I G N  L E D  I N N O VAT I O N  2 0 1 3
B U C O L O  W R I G L E Y  M AT T H E W S  J O H N S O N
RABO DIRECT
94
Rabo Direct is the world’s largest online 
bank, and operates as a subsidiary of the
Dutch Bank, Rabo Bank. Rabo Direct is 
competitive in raising capital as it does not 
have the overheads of a brick and mor-
tar banking institution. Customers man-
age their own accounts on a secure on-
line platform where Rabo Direct can offer 
competitive rates on investments.
I N D U S T R Y
F I N A N C I A L  S E R V I C E S
F O U N D E D
2 0 0 5
S TA F F
6 0  0 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
competitive
interest rates
credibility/
brand
capitalcapital
investment
profit
RD
self service
banking
customers
rabobank
investments,
strategic aquisitions
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X X X X X
B R A N D I N G
X X X X X X
U N I Q U E N E S S
X X X
G R O W T H
X X X X
S E R V I C E
X X
P R O D U C T
X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X X X X
B U S I N E S S  M O D E L  C A N VA S
brand
(rabobank)
online security + 
maintenance
rabobank
raising capital
self suf-
ficient 
business/
personal
customers
investment
of capital
website
email
help
phone
support
Manage your 
own money and 
save, no fees or 
charges”
“
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low
operating
costs
value
based
D E S I G N I N G  I N N O VAT I V E  B U S I N E S S  M O D E L S
A  D E S I G N  C ATA LY S T  L E A R N I N G  R E S O U R C E
D E S I G N  L E D  I N N O VAT I O N  2 0 1 3
B U C O L O  W R I G L E Y  M AT T H E W S  J O H N S O N
BESPOKE LAW
96
Bespoke Law was born out of the firm’s 
research and investigation into the indus-
try, looking for new ways to create value 
for their clients.  They took the best parts 
from existing legal models, and now oper-
ate a fully online virtual law firm. Bespoke 
Law only delivers services that are tailored 
to a client’s needs, reducing unnecessary 
expense.
I N D U S T R Y
L E G A L  S E R V I C E S
F O U N D E D
2 0 0 9
S TA F F
1 5
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
BL
access + guidance
to legal services
diverse range
of service
offerings
result
based fee
end users
bespoke
legal
services
affiliate network
(legal service
providers)
support/
knowledge
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X X X X X X
B R A N D I N G
X X X
U N I Q U E N E S S
X X X X X X
G R O W T H
X X X X X
S E R V I C E
X X X X
P R O D U C T
X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X X X
B U S I N E S S  M O D E L  C A N VA S
small margin
(majority
going to
service provider)
recruiting
legal
affiliates
trusted
brand
affiliate
network
affiliate
network
(legal service
providers)
sme
businesses
legal fees
inhouse
packaging
marketing
virtually
(online,remotely)
online
Bespoke legal so-
lutions - only pay 
for the services 
you need and use”
“
low
operational
costs
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BANKWEST
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Bankwest originally began in Western 
Australia, and its primary business was 
lending and supporting the state’s agricul-
ture industries. After a number of mergers
& acquisitions, Bankwest are now owned 
by the Commonwealth Bank. Bankwest 
pride themselves on ‘happy banking’ and 
strive to improve the banking experience 
of their customers. Their businesses are 
usually located in Retail environments, of-
fer free internet, coffee, and a more pleas-
urable experience for their target market.
I N D U S T R Y
B A N K I N G  ( F I N A N C I A L  S E R V I C E S )
F O U N D E D
1 8 9 5
S TA F F
3  0 0 0 +
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
security
financial
products
revenue
(fees,
interest
etc)
diversified
service
offering
company
revenue
B
personal
(household)
customers
cba
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X X X X
B R A N D I N G
X X X X
U N I Q U E N E S S
X X X
G R O W T H
X X X X
S E R V I C E
X X X X X X
P R O D U C T
X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X
B U S I N E S S  M O D E L  C A N VA S
market
sensitive
retail banking
products (cr 
card, savings etc)
brand
cba
customer man-
agement/
service
consumer
confidence
from cba
personal/
retail
clients
bank service
fees
interest
etc.
personal
bankers
‘Happy banking’ 
the best value, 
most innovative 
and approachable 
bank in Australia”
“
high capital
costs/outlay
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online
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      support
instore
atmosphere+service
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business+
retail 
banking 
consult-
ants
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interest +
bank fees
bankwest
commsec + 
colonial
1st state
cba insitutional
banking
personal banking
products
broking +
insurance
investment
advice
corporate financial
services
COMMONWEALTH BANK
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Commonwealth Bank is a multi-national 
bank with businesses across New Zea-
land, Fiji, Asia and the USA. CBA provides 
many financial services, including retail, 
business and institutional banking, insur-
ance and broking. The Commonwealth 
Bank’s current motto is ‘we can’ and this 
really embodies their business strategy – 
as a diverse financial entity that uses their 
large infrastructure to dominate the Aus-
tralasian banking industry.
I N D U S T R Y
B A N K I N G  ( F I N A N C I A L  S E R V I C E S )
F O U N D E D
1 8 9 5
S TA F F
4 8  0 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
service fees + 
lending revenue
business clients
retail clients
CB
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X X X X
B R A N D I N G
X X X X X X
U N I Q U E N E S S
X X X
G R O W T H
X X X X X
S E R V I C E
X X X X
P R O D U C T
X X X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X
B U S I N E S S  M O D E L  C A N VA S
market
sensitive
interest etc.staff +
wages
return on
investments
delivering 
financial
solutions
online 
   +phone
       support
personal
bankers
relationship
     managers
reward
programs
customer
management/
service
brand
patentscapital
infra-
struc-
ture +
presence
foreign
banks
australian
government
retail
clients
small-large
business
clients
large
institu-
tions
online
retail
branches
All encompassing 
financial entity 
that can provide 
solutions to every 
financial problem”
“
 high capital
costs/outlay
bank
service
fees
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BEACON LIGHTING
104
Beacon Lighting has managed to remain 
competitive in a highly contested market-
place by remaining sensitive to changes in 
the needs of their customers. By having a 
large design department in Australia and 
also maintaining strong links with offshore 
manufacturers, Beacon are able to bring 
a new concept to market faster and more 
cost effectively than their competition.
I N D U S T R Y
L I G H T I N G  R E TA I L E R
F O U N D E D
1 9 7 4
S TA F F
4 3 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
aus designed
products
quick manufacture
(leadtime)
revenue
profit
production
costs
BL
mass domestic
market
mass
international
market
chinese
manufacturers
products
productsrevenue
retailers/
resellers
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X X X X
B R A N D I N G
X X X X X
U N I Q U E N E S S
X X
G R O W T H
X X X X
S E R V I C E
X X X X
P R O D U C T
X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X X X
B U S I N E S S  M O D E L  C A N VA S
high design/
r+d costs
high
distribution
costs
design +
innovation
customer
service
patents
brand registered
designs
chinese
manufacturers
mass 
domestic
market
mass
interna-
tional
market
trade/
specification 
market
retail/trade
sales
wholesale/
export
vip/
membership
retail
         showrooms
online
storewholesale
Innovative and 
cost effective 
lighting solutions”
“
high
operation
costs
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BNR AUTOMATION
106
BNR Automation is a wholesaler, supply-
ing electrical components and accesso-
ries to the Automation Market. BNR is dif-
ferent from other electrical wholesalers as 
they are also experts in the industry they 
are supplying, BNR offer extensive ser-
vices such as consulting, installation and 
after sales support service.
I N D U S T R Y
E L E C T R I C A L  W H O L E S A L E R
F O U N D E D
1 9 9 5
S TA F F
< 1 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
BNR
retail
sales
(showrooms)
extensive
product range
cost of
goods
component
suppliers
trade
customers
revenue
(sales)
products
(online)
consultants
(inhouse)
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X X X X
B R A N D I N G
X X
U N I Q U E N E S S
X X X
G R O W T H
X X X X
S E R V I C E
X X X X X X
P R O D U C T
X X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X
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crm
costs
automation
expertise
brand
suppliers sourcingleading
products
staff
automa-
tion 
services
exclusive
contracts
(suppliers)
contractors
trade 
clients
(domestic + 
int.)
product
sales
consultant + 
service fees
online
phone
sales
consultants
personal
             consultations
after
sales
care
Utilise expertise to 
deliver productiv-
ity enhancement 
to clients”
“
warehouse/
stock
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ANYTIME FITNESS
108
Anytime Fitness started in 2002 in Amer-
ica, in response to a growing demand for 
customers wanting to use the gym outside 
normal opening hours. A gym fully staffed 
all hours of the night was not considered 
feasible, so Anytime Fitness introduced 
a technological solution allowing secure 
access to the gym members only, at any 
time of the day or night. The company now 
operates over 2,500 locations, and they 
are growing rapidly. 
I N D U S T R Y
F I T N E S S  ( G Y M S )
F O U N D E D
2 0 0 2
S TA F F
4  0 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
basic gym
services
revenue
(subscriptions)
brand
support/
expertise
initial
+ ongoing fee
AF
franchisees
price + time
conscious fitness
enthusiasts
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X X X X
B R A N D I N G
X X X X
U N I Q U E N E S S
X X X X X
G R O W T H
X X X X X X
S E R V I C E
X X
P R O D U C T
X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X X X
B U S I N E S S  M O D E L  C A N VA S
low 
staff
costs
lower
membership
fees
brand
marketing +
promotion
franchisees
fitness 
focused 
people who 
work odd 
hours
customers 
who don’t 
need help 
(self
managed)
membership
subscription
franchise
fees
online
online
          trainers
staff
onsite
staff
onsite
A safe, secure and 
inviting place to 
work out 24/7”
“
low rent
locations
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SPACE FURNITURE
110
Space furniture was established to be the 
leading high-end furniture retailer in Aus-
tralia. Space furniture sells the leading Eu-
ropean furniture brands, such as Kartell & 
B&B Italia. Space has exclusive contracts 
with these suppliers, and therefore is the 
only channel for design conscious retail 
and trade clients to purchase these iconic 
furniture pieces.
I N D U S T R Y
F U R N I T U R E  R E TA I L E R
F O U N D E D
1 9 9 3
S TA F F
8 5
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
SF
revenue
(sales)
exclusive, leading
furniture
interior
design adviceexclusive rightsto sell products
european design 
houses (suppliers)
high volume
of territory 
sales
trade/
specifiers
high end
customers
specification/
rec. products
interior
design
support
+ reduced
pricing
design fee
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X X X X
B R A N D I N G
X X X X X X
U N I Q U E N E S S
X X X
G R O W T H
X X X X
S E R V I C E
X X X X X X
P R O D U C T
X X X X X X X
P R I C E  C O M P E T I T I V E N E S S
X
B U S I N E S S  M O D E L  C A N VA S
distribution +
marketing
exclusive supplier 
contracts
european
suppliers/
manufac-
turers
retail/sales
of furniture
trademarks
designers
+specifiers
transport
companies
harvey
norman
‘design
lovers’
high end
customers
product
sales
online
      estore
designers/
specifiers
space
show
roomsinhouse
consul-
tations
Leading global fur-
niture to give you 
a ‘designer’ house 
+ lifestyle, an ex-
perience ‘furniture 
exhibition’”
“
marketing dis-
tribution
personnel rent +
site costs
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IKEA
112
Currently IKEA has over 12,000 products, 
and has over 332 stores in 38 countries. 
The IKEA business model is unique in 
many ways, essentially outsourcing the 
construction of the furniture to the con-
sumer and hence, IKEA is able to retail 
their products 40-60% cheaper than their 
competitors. 
I N D U S T R Y
F U R N I T U R E  R E TA I L E R
F O U N D E D
1 9 4 3
S TA F F
1 2 0  0 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
retail
presence
sales
(revenue)
online store
global
franchises
young
buyers
business
infrastructure
% of profit +
franchise fee
cost
effective
fashionable
furniture
I
ikea inhouse
design
‘knock down’
furniture
offshore
manufacturers
(90% of
production)
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C O M P E T I T I V E  S T R AT E G Y
X X X X X
B R A N D I N G
X X X X X X
U N I Q U E N E S S
X X X X X
G R O W T H
X X X X X
S E R V I C E
X X X X
P R O D U C T
X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X X
B U S I N E S S  M O D E L  C A N VA S
innovation +
design
distribution 
+ production 
networks
design patents + 
trademarks
distri-
bution + 
marketing
retail/
sales of
furniture
global
franchises
offshore manu-
facturers
(90% of 
production)
transport
companies
young
furniture
buyers
global
mass
market
product
sales
franchise
revenue
support +
helpdesks
catalogues
online estore
ikea
family
in store
sales
support
   ikea
showrooms
Cost effective + 
fashionable furni-
ture - a destination 
(a day out of enter-
tainment)”
“
marketing distribu-
tion
personnel rent + 
site costs
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WHOLE FOODS
114
Wholefoods is a retailer of fresh, locally 
sourced produce. Instead of competing in 
the low margin, high volume environment 
of larger supermarkets, Wholefoods fo-
cused its business on healthy living, dedi-
cated staff and locally sourced, fresh pro-
duce. This strategy along with a simplified 
supply chain allows Wholefoods to retain 
a higher margin on their products, and es-
sentially create their own, low competition 
marketplace. 
I N D U S T R Y
F R E S H  P R O D U C E  R E TA I L E R
F O U N D E D
1 9 8 0
S TA F F
5 8  0 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
customers who value
quality produce
buying
power
demand 
for qual.
 products
quality
product +
service
instore
sales
sales
support/
control
+ buying power onlinestore
profit
WF
online
customers
(value
quality)
whole
foods
local farmers
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C O M P E T I T I V E  S T R AT E G Y
X X X X X X
B R A N D I N G
X X X X X X
U N I Q U E N E S S
X X X X X X
G R O W T H
X X X X X X
S E R V I C E
X X X X X X
P R O D U C T
X X X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X
B U S I N E S S  M O D E L  C A N VA S
high capital
costs
(stores)
not relative
to market
price
brandname
retail
operations
sourcing fresh
produce
local
farmers
customers
who value 
high
quality
produce
product
sales
(retail)
sales
(online)
wholefoods
retail stores
online
ordering
Fresh, locally 
sourced organic 
produce, bought 
in a convenient 
and enjoyable 
way”
“
higher margin
(comparibly)
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social
media
online - recipes,
healthy eating info.
high level
in store
service
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ZARA
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The rapid growth and success of Zara is 
attributed to a number of factors. One of 
Zara’s main strengths is their innovative 
and responsive supply chain. A new cloth-
ing item is able to go from concept to store 
within 2 weeks, compared to the industry 
standard of 6 months. Zara has also em-
ployed innovative information technology 
(IT) systems that allow tracking and meas-
uring of sales real time. 
I N D U S T R Y
F A S H I O N  R E TA I L E R
F O U N D E D
1 9 7 5
S TA F F
1 1 0  0 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
quick
manufacture
(leadtime)
online
stores
retail
stores
salesmanufacturing
costs
Z
mass global
market
offshore
manufacturers
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C O M P E T I T I V E  S T R AT E G Y
X X X X X
B R A N D I N G
X X X X X X
U N I Q U E N E S S
X X X X
G R O W T H
X X X X X X
S E R V I C E
X X X
P R O D U C T
X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X X
B U S I N E S S  M O D E L  C A N VA S
high
distribution
costs
rapid fashion
design
offshore
manufacturers customerservice
registered
designs
staff brand
media/fashion
industry
young, 
fashion 
conscious 
customers
mass
market
online
sales
product
sales
instore
service
online
store retailstores
The latest 
inexpensive 
reasonable quality 
fashion, which is 
inline with current 
fashion trends”
“
low margin/
high volume
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CHEMISTS WAREHOUSE
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Chemists Warehouse claims to be the cheapest 
chemist in Australia. Regulations in the industry 
do not allow a company to own a pharmacy, in-
stead they must be operated by a chemist. The 
generic model is a franchise structure. However 
Chemist Warehouse has structured their busi-
ness in a way to bypass this regulation. This 
structure, coupled with cost reduction across 
HR, marketing & distribution allows the com-
pany to offer their products at a substantially 
reduced rate. Chemist Warehouse also sell an 
industry high percentage of non pharmaceuti-
cal products, which have much higher margins 
than their pharmaceutical products.
I N D U S T R Y
P H A R M A C E U T I C A L  R E TA I L E R
F O U N D E D
1 9 9 5
S TA F F
4  0 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
discounted prod-
ucts + favourable 
credit terms
buying
power
high volume
of sales across
whole company
way 
around
legal
regulations
mass
market
non medicinal 
products (beauty, 
hair etc)
high volume
of sales
high
volume 
of sales
high profits/margins
on products
cheapest
drugs in 
australia
CW
operators of
pharmaciesgenericmedicine
manufacturers
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C O M P E T I T I V E  S T R AT E G Y
X X X X
B R A N D I N G
X X X X X X
U N I Q U E N E S S
X X X X X X
G R O W T H
X X X X X X
S E R V I C E
X X X X
P R O D U C T
X X X X
P R I C E  C O M P E T I T I V E N E S S
X X X X X X X
B U S I N E S S  M O D E L  C A N VA S
distribution +
marketing
buying
power
generic
medicine
manufacturers
retail/sales of 
drugs + beauty 
products
trademarks
sub-companies
to operate site
mass
market
beauty
product
sales
drug
sales
online
          ‘epharmacy’
online
help in store
pharmacist
retail
stores
Australia’s cheap-
est pharmacy”
“
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marketing low rela-
tive staff 
costs
favourable
credit 
terms
rent + site 
costs
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TERRY WHITE CHEMISTS
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Terry White Chemists are the largest 
chemist franchise in Australia. Legislation 
only allows a maximum of 6 premises to 
be owned by a single entity and each site 
must be operated by a certified chemist. 
Terry White Chemists are usually well-
located in high traffic retail environments, 
such as shopping centres and high street 
malls. 
I N D U S T R Y
P H A R M A C E U T I C A L  R E TA I L E R
F O U N D E D
1 9 5 9
S TA F F
3  8 0 0
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
cost of
goods
buying power
+ brand
purchase of
products
start up
franchise
fee +
royalties
government
(pbs scheme)
mass
market
8% dispense
charge
reimbursement
for cost of drugs
highest
quality
drugs +
service
TWC
franchisees
(chemists)generic + highquality
medicine
manufacturers
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C O M P E T I T I V E  S T R AT E G Y
X X X X
B R A N D I N G
X X X X X X
U N I Q U E N E S S
X X X X X X
G R O W T H
X X X X X X
S E R V I C E
X X X X
P R O D U C T
X X X X 
P R I C E  C O M P E T I T I V E N E S S
X X X X X X X
B U S I N E S S  M O D E L  C A N VA S
high relative
staff costs
rent +
site costs
distribution +
marketing
buying
power
generic + top 
drug manufac-
turers
retail/sales of 
drugs + advice
trademarks
franchisees
(chemists)
mass
market
subsidy from
government
drug sales
retail
stores
online
estore
experienced
pharmacist
online advice +
reward
program
High quality 
solutions to your 
medical and health 
issues”
“
marketing
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This chapter presents comparisons of organisations that compete in the same industry sector, and illustrates how their strategies are 
embodied through the products and/or services they create. The aim is to demonstrate how two similar products can compete at a 
product design level alone and then also encapsulate intrinsic value that is derived from a strategic businesses direction. Through these 
examples and a shift in mindset, designers’ are challenged to provide innovative solutions from a new brief, one driven by strategy – not 
by product features alone. The Design Led Innovation Framework has been overlayed to demonstrate the segmentation of the product 
and business levels respectively.
An interesting example is the comparison between the Nintendo Wii, and the Playstation 3. Without prior knowledge of how each prod-
uct operates, the products  essentially appear the same: a gaming console, with games and peripheral devices. However on a strategic 
level, the Wii’s value proposition is vastly different to that of the Playstation 3. The Playstation is designed to be the leading and highest 
performance console on the market, while Wii instead created a new gaming experience, one where the whole family is involved.
If you now analyse the different products with this strategic awareness, a new appreciation can be gained of how the product embodies 
the respective businesses value proposition. The Wii has essentially been stripped back to only the elements needed to deliver its new 
value. The parts used are lower cost, the technology is basic, and the aesthetic of the form is quite sterile. These design goals are no 
longer relevant; instead a user-friendly controller, with connectivity for 16 players, and a massive range of peripheral devices generates 
a more enjoyable, playful and social experience.
PRODUCT VS. BUSINESS MODEL
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IKEA VS. SPACE FURNITURE
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I K E A  B U S I N E S S  M O D E L  C A N VA S
innovation +
design
distribution 
+ production 
networks
design patents + 
trademarks
distri-
bution + 
marketing
retail/
sales of
furniture
global
franchises
offshore manu-
facturers
(90% of 
production)
transport
companies
young
furniture
buyers
global
mass
market
product
sales
franchise
revenue
support +
helpdesks
catalogues
online estore
ikea
family
in store
sales
support
   ikea
showrooms
Cost effective + 
fashionable furni-
ture - a destination 
(a day out of 
entertainment)”
“
marketing distribu-
tion
personnel rent + 
site costs
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particle board frame
acrylic shelves
ships in 32 pieces
exposed fixings
P R O D U C T
P R I C E  ( R R P )
D E S I G N E R
C O R E  M AT E R I A L S
Expedit Modular Bookcase
$499
IKEA In House Design
Particle Board Substrate, ABS Plastic Shelves, 
Acrylic Paint Finish.
D E S I G N  S U M M A R Y
This product was designed as a ‘solution’ for customers. It is a relatively 
inexpensive piece that due to the numerous sizes, colours and configura-
tions will have mass appeal for their target retail customers. Apart from 
mass appeal, this piece was also designed to be light, and simple to con-
struct for the customer.
lightweight materi-
als, cheaper to ship
many colour +
configuration
options
materials not suited 
to long term dura-
bility
each unit is stand-
ard. no differentia-
tion
simple, yet time con-
suming construction 
by the customer
material not re-
sistant to scratch-
es/damage. 2 year 
warranty
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S PA C E  F U R N I T U R E  B U S I N E S S  M O D E L  C A N VA S
distribution +
marketing
exclusive supplier 
contracts
european
suppliers/
manufac-
turers
retail/sales
of furniture
trademarks
designers
+specifiers
transport
companies
harvey
norman
‘design
lovers’
high end
customers
product
sales
online
      estore
designers/
specifiers
space
show
roomsinhouse
consul-
tations
Leading global 
furniture to give 
you a ‘designer’ 
house + lifestyle, 
an experience 
‘furniture exhibi-
“
marketing dis-
tribution
personnel rent +
site costs
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D E S I G N  S U M M A R Y
This piece was designed as a conversation piece, an individual, beautiful 
piece in commercial and high end residential settings. This product was 
designed with little consideration given to cost reduction, weight or trans-
port - beauty was the primary design objective.
solid timber doors
not modular
inner cabinet ships in 3 pieces 
+ 1 piece per door
engineering + 
fixings all hidden
P R O D U C T
P R I C E  ( R R P )
D E S I G N E R
C O R E  M AT E R I A L S
Tronco Bookcase - Edra
$18 500
Massimo Morozzi
Solid Planks of Mahogany w/bark, Interior
Shelving in Aluminium, Glass Doors.
materials used are 
strong and heavy
no options of col-
our, finish or size
each unit is individ-
ual, with different 
timber, grain etc.
individual stand 
alone piece. not 
part of a product 
family
must be installed by 
professionals
10 year warranty
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NINTENDO WII VS. SONY PLAYSTATION
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N I N T E N D O  W I I  B U S I N E S S  M O D E L  C A N VA S
technology
development
works 
around
market place
patents
motion control
technology
hardware
design
component
manufacturers
marketing +
promotion
games
developers
developers
casual 
gamers + 
families
sales of 
console
developer
royalties
new products 
to improve
experience
retailers
Unique motion 
controlled games 
which create a 
unique gaming
experience”
“
manufacturing
+ distribution
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D E S I G N  S U M M A R Y
The Wii was designed to create its own unique gaming experience. The 
Wii console and its peripheral components were designed to be low cost, 
low-medium performance, however highly usable, and enjoyable for the 
gamer.
P R O D U C T
P R I C E  ( R R P )
R E L E A S E
W E I G H T
C O R E  M AT E R I A L S
Nintendo Wii
$188
2006
2kg
512 MB Storage, 724hz Processor, CD 
Compatible, No DVD Playback, Light-
weight Plastic Casing, 16 Remote Con-
nectivity, Some Web Connectivity
standard definition output
single hand remote
‘basic’ internal components
soft touch rubber, mostly plastic casing
large range of peripheral remote attach-
ments
extended guide - 
hand grip
cheap plastic mate-
rials used, low cost
ergonomic balanced 
weight distribution
colour and finishes 
appealing to wide 
demographic
new controller - 
means education on 
how to use it neces-
sary
no web support pos-
sible. cannot update, 
improve etc. 
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S O N Y  P L AY S TAT I O N  B U S I N E S S  M O D E L  C A N VA S
technology
development
developer
royalties
marketing
+promotion
in game
purchases
hardware
design
patents
component
manufacturers
marketing 
+ promo-
tion
sony’s manufac-
turing + distribu-
tion network
tech-
nology
innovation
games
developers
hardcore/ 
serious 
gamers
online
support/
updates
playstation.com
in game
         purchases
retailers
The highest 
performance gam-
ing console on the 
market”
“
manufacturing
+distribution
sales of
console
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D E S I G N  S U M M A R Y
Playstation are in a different race, that being to provide the best perform-
ing gaming platform, in order to attract more game developers than its 
competitors. Therefore the playstation is designed to be high performing 
and intuitive to previous users.
metal + plastic external casing
hd output
traditional gaming remote (2 
hand play)
minimal peripheral components
P R O D U C T
P R I C E  ( R R P )
R E L E A S E
W E I G H T
C O R E  M AT E R I A L S
Playstation 3
$229
2006
5kg
Up to 320g Storage, 3.2ghz Processor, 
HD Output, Plastic + Metal Casing, DVD + 
BluRay Support, Bluetooth, Wifi + Ethernet 
Connectivity, 7 Remote Connectivity
the ps3 has far 
superior hardware. 
this allows for more 
advanced games
masculine materials 
and colour/finish 
options
web connectivity - 
can provide updates 
to hardware + 
software
extensive support 
via internet. inc. 
updates, fixes and 
patches
traditional con-
troller design, no 
learning curve for 
experienced users
versitile controller 
+ hardware. allows 
for many different 
games to be played
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COMMONWEALTH BANK VS. BANKWEST
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C O M M O N W E A LT H  B U S I N E S S  M O D E L  C A N VA S
market
sensitive
interest etc.staff +
wages
return on
investments
delivering 
financial
solutions
online 
   +phone
       support
personal
bankers
relationship
     managers
reward
programs
customer
management/
service
brand
patentscapital
infra-
struc-
ture +
presence
foreign
banks
australian
government
retail
clients
small-large
business
clients
large
institu-
tions
online
retail
branches
All encompassing 
financial entity 
that can provide 
solutions to every 
financial problem”
“
 high capital
costs/outlay
bank
service
fees
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many hidden offices and workspaces
grey/white/black palette
clear path through branch
concierge directs customers
purpose built for quick banking
“do it yourself” banking options
P R O D U C T
C O S T  ( P S M )
D E S I G N E R
Suburban CBA Branch
$500 p/sq metre
CBA Property Group/ISIS
D E S I G N  S U M M A R Y
A Commonwealth Bank branch is designed to be a place to efficiently, 
easily and quickly conduct Banking services. A CBA branch has the ap-
pearance of an office fitout. Customers are directed through the space in 
order to have their banking needs met quicker.
traditional/profes-
sional fittings
darker, simpler and 
more professional
customers directed 
through space ef-
ficiently
street access, natu-
ral light
marketing mate-
rial is all product 
focused
many staff, both  
customer facing and 
behind the scenes
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B A N K W E S T  B U S I N E S S  M O D E L  C A N VA S
market
sensitive
retail banking
products (cr 
card, savings etc)
brand
cba
customer 
management/
service
consumer
confidence
from cba
personal/
retail
clients
bank service
fees
interest
etc.
personal
bankers
‘Happy banking’ 
the best value, 
most innovative 
and approachable 
bank in Australia”
“
high capital
costs/outlay
KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER SEGMENTS
COST STRUCTURES REVENUE STREAMS
KEY RESOURCES
CHANNELS
CU
STOMER R ’SHIPS
online retail
   branches
24/7 
online
+ phone
      support
instore
atmosphere+service
personal 
busi-
ness+
retail 
banking 
consult-
D E S I G N  S U M M A R Y
The design goal of Bankwest branch is to present the appearance and 
structure of a retail store. Customers are encouraged to enter, browse, 
and spend a lot of time in the environment. Barriers between customers 
and staff are broken down with few physical boundaries, inviting interac-
tions and engagement and time to linger. 
hotdesks for customers to approach
orange/white/timber palette
open design
many different areas to conduct business
customers can ‘explore’ like retail store
free activities for customers (internet, 
coffee, games + toys)
P R O D U C T
C O S T  ( P S M )
D E S I G N E R
Suburban Bankwest Branch
$550 p/sq metre
CBA Property Group/Design Clarity
young, modern and 
funky fittings
well lit, bright and 
welcoming
customers encour-
aged to browse
activities to oc-
cupy children, the 
elderly, and non-
bankers
marketing material 
is about culture
less staff per sqm
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H I LT I  B U S I N E S S  M O D E L  C A N VA S
increased
costs of
capital
higher margins
 than product
sales
service process
management
material
manufacturers
logistics +
manufacturing
brand
web-
site
pat-
ents
mass 
market 
(online)
construc-
tion + 
building 
manage-
ment
monthly lease
contracts
sales of
products
online
      store
online help +
feedback
lifetime
guarantee
contracts
(management
level)
Tools when you 
need them, and 
full lifetime service 
guarantee”
“
predictable
continuous 
costs
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HILTI  VS. BLACK&DECKER 
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stainless steel drill head
stainless steel internal gears 
and components
soft touch rubber
glass fibre reinforced casing
22v li-ion 2.6aH (24 minutes of 
continuous use)
P R O D U C T
P R I C E  ( R R P )
V O LTA G E
W E I G H T
C O R E  M AT E R I A L S
SF22-A Cordless Drill/Driver
$329
22 Volts
2.6kg
Impact-resistant glass-fibre reinforced casings, 
rubber guard grip sections, stainless steel 
internal components
D E S I G N  S U M M A R Y
This drill has been designed for professional/trade applications, and there-
fore priority has been placed on performance, reliability and ease of use. 
This product is designed to be used for longer durations at a time, and 
therefore is designed to be comfortable and ergonomically suitable for this 
environment.
extended guide - 
hand grip
impact resistant 
casing. more expen-
sive, but gives better 
resistance to impact
ergonomic balanced 
weight distribution
highest power/
weight ratio pos-
sible. due to this, 
short battery life
rubber protection 
around edges to 
protect job from 
damage from drill
extensive accessory 
range available. 
inc. battery packs, 
chargers, drill 
components etc
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high
capital
outlay
low margin
(wholesale 
margin)
distri-
bution
network
5000+
patents
brand
r+d product 
related 
innovation
subsidiary
companies
raw material
manufacturers
manufacturing
online product
information
retailer
support
large/global
retailers
mass
market
home 
diy’ers
profit from
subsidiaries
sales of 
products
retailers
black+decker
website
Innovative prod-
ucts that solve 
problems for the 
mass market”
“
high marketing
+advertising 
costs
high 
spend on
r+d
KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER SEGMENTS
COST STRUCTURES REVENUE STREAMS
KEY RESOURCES
CHANNELS
CU
STOMER R ’SHIPS
D E S I G N  S U M M A R Y
This drill has been designed for DIY and amatuer users. Priority has been 
placed on convienience, time saving and cost reduction. This drill is not 
as ergonomically suitable for extended periods of use, nor for applications 
which require a high level of power and performance.
steel + plastic internal compo-
nents
polycarbonate shell
soft touch plastic handles + 
grips
Li-ion 20v 2.4aH battery (36 
minutes of continuous use)
P R O D U C T
P R I C E  ( R R P )
V O LTA G E
W E I G H T
C O R E  M AT E R I A L S
LDX120SB Lithium Ion Drill/Driver
$79
20 Volts
1.6kg
Soft touch plastic handles, impact resistant 
polycarbonate plastic shell. Some steel inter-
nal components, some plastic
lightweight materi-
als used. allows for 
wider demographic 
of users to operate
battery has longer 
life, and will charge 
quicker
smaller dimensions. 
allows for better 
access in confined 
spaces
comes with no 
specific add-ons or 
accessories (apart 
from charger)
relatively low power 
output. low torque
materials are less 
impact resistant. 
greater chance of 
damage
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“Packright” is a (hypothetical) luggage manufacturer who manufactures a range of business and tourist type suitcases. The company has 
a strong brand, but is not the market leader. The company also has an internal R&D team that prides itself on leading in the adoption of 
new materials for their products. Therefore their differentiation strategy in the market is being seen as leading in the application of new 
materials, which is reflected in the form of their products.
Their current mission is to provide quality and confidence in mobile solutions. Packright is becoming concerned that their sales are flat-
tening. They believe that this change is due to an increase in competition, a flattening travel market (both business and leisure) and that 
restriction on hand luggage and the trend of charging excessive fees for check-in luggage is weakening the demand for their product.
Given this information, how would you design their Business Model Canvas currently? 
Using the five meta-models, examples will be given to demonstrate how these can inspire the designer to prototype distinctly different 
business models, just by changing the driver of innovation. On the opposite page is the comparison, which shows the differences be-
tween the prototypes, and the implications this has on the business model relationships.
PACKRIGHT
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• COMMISSION TO TRAVEL AGENTS
• FREIGHT COSTS
• IT COSTS
• BUNDLED 
WITH 
OTHER 
TRAVEL SERVICES (TRAVELAGENTS)
CUSTOMER LED
134
In this Packright example, we can see 
how by changing the customer segment, 
the result is a very different business mod-
el to that of where we started. Now, we 
see a model which appeals to the once-
off traveller. They can pay a service fee 
through a travel agent, and for this they 
have their luggage picked up from their 
door, and sent through to their destina-
tion. A similar example would be Hilti or 
Expresso Delight.
what new partners 
can help provide 
key resources, or 
assist in your key 
activities?
what activities 
do you need to be 
able to act on 
this value propo-
sition?
how are you going 
to create new 
value for this 
customer? what typeof relationships do
you want to build with
this segment?
what is the best way to
deliver this value to your
new customer
segment?
which new customer
segments are you
targeting?
what resources 
are required to 
undertake these 
activities?
what costs are involved in implementing this model? what is the best way to monetise this new value?
KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER SEGMENTS
COST STRUCTURES REVENUE STREAMS
KEY RESOURCES
CHANNELS
CU
STOMER R ’SHIPS
B U S I N E S S  M O D E L  C A N VA S
1
2
3
4
5
6
7
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• GLOBAL TRAVEL 
AGENTS
• FREIGHT  
SERVICES
• DOOR TO DOOR SERVICE FEE
• DROP + GO 
SERVICE
• DISTRIBUTION
• SUPPORT + CONTACTABILITY
A LUGGAGE 
SERVICE THAT 
MAKES TRAVEL-
LING EXPERI-
ENCE EASIER
• SOFTWARE
• DIST.  
NETWORK
• ONCE 
OFF 
TRAVELLERS
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P
service
fee
service
fee
commission
fee
buying
power
freight
services
freight
charge
once off
travellers
travel
agents
convenient
product
offering
door to door
luggage
delivery
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In this example, Packright have changed 
their cost structure to one which facilitates
lean production. A customer can go onto 
an online platform, and customise their 
luggage to suit their needs. They can alter 
the size, shape and finish, and also add 
or subtract compartments that suit them. 
A similar model would be that of Lego or 
Sketchchair.
KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER SEGMENTS
COST STRUCTURES REVENUE STREAMS
KEY RESOURCES
CHANNELS
CU
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what new partners 
could you share 
value with?
what activities 
can be per-
formed within 
this cost struc-
ture?
in what way does 
this model create 
value for these 
customer seg-
ments? how canbetter relationships
be built with these segments?
which channel best fits 
the companies’ cost
structure?
which customer segments 
are easily reached within 
this cost
structure?
what key 
resources 
are needed to 
perform these 
activities?
how is your cost structure an important driver for 
your strategy?
what is the best way to monetise this new value?
• CUSTOMERS
• LEANER PRODUCTION • HIGH MARGIN - ONLINE SALES
• BESPOKE 
MANUFAC- 
TURING
• ONLINE HELP, MADE TO  
                                      ORDER
• ONLINE PLATFORM
LUGGAGE MADE 
TO SPECIFICAL-
LY SUIT YOUR 
NEEDS
• WEB PLAT-
FORM FOR 
CUSTOMISA-
TION
• HIGH END 
FREQUENT 
TRAVELLERS
1
2
3
4
5
6
7
8
9
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P
product
sales
high margin
sales
development of 
user centred needs
lean
production
manufac-
turer
higher
margin
high end frequent
travellers
online
platform
custom
luggage
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In this example, Packright have leveraged 
their resources in a different way. Instead 
of providing a product, they know supply 
knowledge and expertise in innovative 
luggage products and materials. By fo-
cusing their R&D efforts in this area, they 
are able to provide a completely different 
service offering. Another example of this 
model would be Orica.
KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER SEGMENTS
COST STRUCTURES REVENUE STREAMS
KEY RESOURCES
CHANNELS
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what new partners 
can help strength-
en key resources, 
or assist in your 
key activities?
what activities 
do you need to be 
able to act on 
this value propo-
sition?
how are you going 
to create new 
value for this 
customer seg-
ment?
how can these
resources be used to 
build better customer
relationships?
what is the best way to deliver
this value to your new
customer segment?
which customer segments
will these relationships
appeal
too?
what key re-
sources does your 
business have?
what costs are involved in implementing this model? what is the best way to monetise this new value?
• ACADEMIC
• MANUFACTUR-
ERS
• R+D COSTS • LINCENSING REVENUE
• CONSULTING FEES
• INNOVATION • SHARE KNOWLEDGE/EDUCATE
• CONSULTING/LICENSING
BE THE LEAD-
ING EXPERT IN 
LUGGAGE AND 
CASING MATERI-
ALS
• EXPERTISE IN 
MATERIALS
• COMPETI- 
TORS IN THE 
MARKET
1
2
3
4
5
6
7
8
9
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P
license/
consulting
revenues
expertise +
tech. solutions
product and 
material
innovation
academic
partners
real world
experience
luggage
companies
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With a partnership led approach, Pack-
right is looking to leverage the brand 
and reputation of a fashion brand (Diesel 
for example). In this example Packright 
would co-create products which embody 
the brand and culture of a partner. This 
partnership would create appeal with a 
new customer segment, thus increasing 
the market size. An example of this model 
would be Simpson Farms.
KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER SEGMENTS
COST STRUCTURES REVENUE STREAMS
KEY RESOURCES
CHANNELS
CU
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who are your cur-
rent key partners?
what key ac-
tivities can your 
partners help 
you perform?
what new value 
can be offered 
due to partner-
ships? what type of
relationships do you want
to build with this segment?
what is the best way to deliver
this value to your new
customer segment?
which new customer seg-
ments are you
targeting?
what resources 
can you share/
gain from part-
ners?
how does your partnerships effect the costs of core 
expenses?
what is the best way to monetise this new value?
• FASHION 
BRANDS (IE, 
DIESEL)
• LOWER DESIGN COSTS
• LOWER MARGIN
• SHARED MARKETING COSTS
• LICENSING FEES
• PRODUCT SALES
• DESIGN + 
CONSUMER 
APPEAL
• ALIGNED VALUES WITH PARTNER, ‘COOLNESS’
• RETAIL, ONLINE
CURRENT 
FASHIONED 
LUGGAGE, WITH 
‘DESIGNER’ AP-
PEAL
• BRAND, CUS-
TOMER BASE
• DIESEL 
CUSTOM-
ERS
• YOUNGER 
FASHION-
ABLE 
MARKET
1
2
3
4
5
6
7
8
9
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P
product
sales
product
orders
appealing product 
range
license to use 
lego brand
fashion
partner
license/royalty
fee
young, fashionable
travellers
retailers
‘cool’
luggage
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In order for Packright to be a price leader 
in the luggage industry many changes 
would have to be made to their business 
model. In this example, Packright looks at 
ways it can maximise sales volume, whilst 
reducing costs as much as possible. In 
this example they deliver their product 
completely online, and reduce their prod-
uct range in order to be more competitive 
on price. An example of a business that is 
price led would be Webjet, or Jetstar.
KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER SEGMENTS
COST STRUCTURES REVENUE STREAMS
KEY RESOURCES
CHANNELS
CU
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what new partners 
can help in becom-
ing competitive on 
price?
what activities 
do you need to be 
able to act on 
this value propo-
sition?
in what way are 
you going to 
create a price 
driven value in 
your 
business?
how can better
relationships be built
with these segments?
what is the most cost effec-
tive channel to deliver
this value?
which customer segments 
will these channels reach
best?
what key 
resources 
are needed to 
maintain price 
competitiveness?
how can costs be reduced to provide more competi-
tive margins?
what is the best way to monetise this new value?
• OFFSHORE 
MANUFACTUR-
ERS
• GOOGLE
• SOCIAL MEDIA
• REDUCE PRODUCT RANGE
• LOWER MATERIAL COSTS
• HIGHER DISTRIBUTION COSTS
• ONLINE PRODUCT SALES
• ONLINE PRES-
ENCE
• DELIVER LIM-
ITED PROD-
UCT RANGE
• BRAND LOYALTY
• DIRECT TO CUSTOMER/ONLINE
CHEAPEST 
LUGGAGE 
PRODUCTS ON 
THE MARKET
• WEBSITE
• MASS 
MARKET
1 2
3
4
5
6
7
8 9
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P
product
sales
sales
revenue
cheaper
products
low cost
manufacturing
offshore
manufacturers
cost of
goods
mass global
market
online store
convenient
purchase
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By using these meta-models with the Packright example, quick prototypes of new business models and the foundations for new organi-
zational strategies was easily produced. This tool is an integral part of the prototyping phase as it encourages divergent thinking, and 
produces a diverse range of outcomes. These outcomes can be used to test an idea, to form the basis of further research and develop-
ment, or just to stimulate new directions of thought.
Five blank meta-models have been included to begin prototyping new strategies and business models for your own business. It is impor-
tant to remember that there are no wrong answers, and likewise, no one correct solution. 
PACKRIGHT OUTCOMES
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The previous business cases were examined in order to determine which activity within the structure were the key driver towards its 
value propositions. Five meta-models were derived from this analysis: Customer Led, Cost Driven, Resource Led, Partnership Led and 
Price Led. The purpose of these meta-models is to complete Osterwalders Business Model Canvas within an activity specific framework, 
centred on a specific approach.
These five key foci provide the designer with a viewpoint from which to quickly prototype new and innovative business models. The intent 
here is not to propose one “right” model, but rather generate as many different and diverse concepts as possible. By following the order 
of the model and disregarding other constraints within the current business, the designer is able to rapidly prototype models based upon 
blue sky thinking rather than current restrictions and constraints.
A hypothetical example, Packright has been used in the following examples to demonstrate how five very different concepts can be 
designed by using the various models. In a real world example, a designer may have an idea, or uncover an insight, which can be used 
as a constant within one of these models. An example might be that user research uncovers that your product is in fact being used by 
a different demographic. Taking a Customer Led approach, you are able to then design numerous prototypes based upon this insight.
META BUSINESS MODEL DESIGNS
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CUSTOMER LED
PARTNERSHIP LED
COST DRIVEN
PRICE LED
RESOURCE LED
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Many companies have created innovative 
business models by driving their strategy 
centred around the customer. This pro-
cess begins with uncovering customer 
insights which drive a new approach to 
how your company captures and delivers 
value. The first starting point is to identify 
a new customer segment that your model 
will target. This can be based upon new 
customer insights, market research, or 
other marketing demographic knowledge. 
Some examples include Tata, Lego and 
Nespresso.
what new partners 
can help provide 
key resources, or 
assist in your key 
activities?
what activities 
do you need to be 
able to act on 
this value propo-
sition?
how are you going 
to create new 
value for this 
customer? what typeof relationships do
you want to build with
this segment?
what is the best way to
deliver this value to your
new customer
segment?
which new customer
segments are you
targeting?
what resources 
are required to 
undertake these 
activities?
what costs are involved in implementing this model? what is the best way to monetise this new value?
KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER SEGMENTS
COST STRUCTURES REVENUE STREAMS
KEY RESOURCES
CHANNELS
CU
STOMER R ’SHIPS
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• ACADEMIC
• SUPPLIERS
• COMPETITORS
• CUSTOMERS
• MANUFACTUR-
ERS
• INFRASTRUCTURE
• TRAINING/HR
• MARKETING/PROMOTION
• R+D
• WEB DEVELOPMENT/MAINTENANCE
• PRODUCT SALES
• COMMISSIONS
• FRANCHISE REVENUE
• LICENSING REVENUE
• INNOVATION
• MARKETING
• ONLINE PRES-
ENCE
• TRAINING
• SALES +  
MARKETING
• LOYALTY, EDUCATION, BRAND LOVE, FAMILY
• BRICKS 
+ MOTAR
• DIRECT TO CUSTOMER, VIRTUAL, ONLINE
• IMPROVE 
CUSTOMER 
EXPERIENCE
• OFFER EXPER-
TISE
• INNOVATIVE 
PRODUCT/
SERVICE OF-
FERINGS
• CONVENIENCE
• IMPROVE 
QUALITY
• TECHNOLOGY
• KNOWLEDGE
• ASSETS
• PERSONNEL
• MASS 
MARKET
• NICHE 
MARKET
• NEW 
MARKET
• CORE 
CUSTOM-
ERS
• B2C VS 
B2B
1
2
4
3
5
6
7
89
149
B U S I N E S S  M O D E L  R E L AT I O N S H I P S
from the completed business model canvas above, create a diagram which describes the new 
way in which value is created and captured within your business. how has this changed?
INTERNET
FINANCIAL
MANUFACTURING
PRODUCT SUPPLY
PEOPLE
EDUCATION
RETAIL
PROPRIETARY
PARTNERSHIP
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Many businesses have found success 
by creating low cost environments, which 
have a great impact on other areas within 
the business. A cost driven model looks 
at ways in which a company can derive 
value from its advantages within its cost 
structure. An example would be operating 
a lean production cycle, which reduces 
costs, and allows competitive advantage 
to be gained in other areas of the Model. 
Examples include Bespoke Law and 99 
Designs.
KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER SEGMENTS
COST STRUCTURES REVENUE STREAMS
KEY RESOURCES
CHANNELS
CU
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what new partners 
could you share 
value with?
what activities 
can be per-
formed within 
this cost struc-
ture?
in what way does 
this model create 
value for these 
customer seg-
ments? how canbetter relationships
be built with these segments?
which channel best fits 
the companies’ cost
structure?
which customer segments 
are easily reached within 
this cost
structure?
what key 
resources 
are needed to 
perform these 
activities?
how is your cost structure an important driver for 
your strategy?
what is the best way to monetise this new value?
• ACADEMIC
• SUPPLIERS
• COMPETITORS
• CUSTOMERS
• MANUFACTUR-
ERS
• CHEAPER 
• LEAN
• LOW CAPITAL COSTS
• LOW ONGOING COSTS
• PRODUCT SALES
• COMMISSIONS
• FRANCHISE REVENUE
• LICENSING REVENUE
• INNOVATION
• MARKETING
• ONLINE PRES-
ENCE
• TRAINING
• SALES +  
MARKETING
• LOYALTY, EDUCATION, BRAND LOVE, FAMILY
• BRICKS 
+ MOTAR
• DIRECT TO CUSTOMER, VIRTUAL, ONLINE
• LOW COST 
PROVIDER
• ONLY PAY FOR 
WHAT THEY 
USE
• BETTER EXPE-
RIENCE
• TECHNOLOGY
• KNOWLEDGE
• ASSETS
• PERSONNEL
• MASS 
MARKET
• NICHE 
MARKET
• NEW 
MARKET
• CORE 
CUSTOM-
ERS
• B2C VS 
B2B
1
2
3
4
5
6
7
8
9
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from the completed business model canvas above, create a diagram which describes the new 
way in which value is created and captured within your business. how has this changed?
INTERNET
FINANCIAL
MANUFACTURING
PRODUCT SUPPLY
PEOPLE
EDUCATION
RETAIL
PROPRIETARY
PARTNERSHIP
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In the recent economic environment many 
businesses have seen the return on key 
resources diminish in the face of a more 
competitive marketplace. A resource led 
approach identifies ways in which a busi-
ness can gain better value from its existing 
resource base. Key resources can include 
assets such as technology, knowledge,
infrastructure, and branding. Examples in-
clude Superior Jetties and Orica.
KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER SEGMENTS
COST STRUCTURES REVENUE STREAMS
KEY RESOURCES
CHANNELS
CU
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what new partners 
can help strength-
en key resources, 
or assist in your 
key activities?
what activities 
do you need to be 
able to act on 
this value propo-
sition?
how are you going 
to create new 
value for this 
customer seg-
ment?
how can these
resources be used to 
build better customer
relationships?
what is the best way to deliver
this value to your new
customer segment?
which customer segments
will these relationships
appeal
too?
what key re-
sources does your 
business have?
what costs are involved in implementing this model? what is the best way to monetise this new value?
• ACADEMIC
• SUPPLIERS
• COMPETITORS
• CUSTOMERS
• MANUFACTUR-
ERS
• INNOVATION
• MARKETING
• ONLINE PRES-
ENCE
• TRAINING
• SALES +  
MARKETING
• LOYALTY, EDUCATION, BRAND LOVE, FAMILY
• BRICKS 
+ MOTAR
• DIRECT TO CUSTOMER, VIRTUAL, ONLINE
• IMPROVE 
CUSTOMER 
EXPERIENCE
• OFFER EXPER-
TISE
• INNOVATIVE 
PRODUCT/
SERVICE OF-
FERINGS
• CONVENIENCE
• IMPROVE 
QUALITY
• TECHNOLOGY
• KNOWLEDGE
• ASSETS
• PERSONNEL
• MASS 
MARKET
• NICHE 
MARKET
• NEW 
MARKET
• CORE 
CUSTOM-
ERS
• B2C VS 
B2B
• INFRASTRUCTURE
• TRAINING/HR
• MARKETING/PROMOTION
• R+D
• WEB DEVELOPMENT/MAINTENANCE
• PRODUCT SALES
• COMMISSIONS
• FRANCHISE REVENUE
• LICENSING REVENUE
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B U S I N E S S  M O D E L  R E L AT I O N S H I P S
from the completed business model canvas above, create a diagram which describes the new 
way in which value is created and captured within your business. how has this changed?
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Partnerships are an interesting starting 
point for a new business model. Part-
nerships can create value by reducing 
or sharing costs, sharing resources, and 
jointly building customer relationships. 
Partnerships can be formed with a diverse 
range of stakeholders, including suppliers, 
competitors and even the customer them-
selves.
KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER SEGMENTS
COST STRUCTURES REVENUE STREAMS
KEY RESOURCES
CHANNELS
CU
STOMER R ’SHIPS
B U S I N E S S  M O D E L  C A N VA S
who are your cur-
rent key partners?
what key ac-
tivities can your 
partners help 
you perform?
what new value 
can be offered 
due to partner-
ships? what type of
relationships do you want
to build with this segment?
what is the best way to deliver
this value to your new
customer segment?
which new customer seg-
ments are you
targeting?
what resources 
can you share/
gain from part-
ners?
how does your partnerships effect the costs of core 
expenses?
what is the best way to monetise this new value?
• ACADEMIC
• SUPPLIERS
• COMPETITORS
• CUSTOMERS
• MANUFACTUR-
ERS
• INNOVATION
• MARKETING
• ONLINE PRES-
ENCE
• TRAINING
• SALES +  
MARKETING
• LOYALTY, EDUCATION, BRAND LOVE, FAMILY
• BRICKS 
+ MOTAR
• DIRECT TO CUSTOMER, VIRTUAL, ONLINE
• IMPROVE 
CUSTOMER 
EXPERIENCE
• OFFER EXPER-
TISE
• INNOVATIVE 
PRODUCT/
SERVICE OF-
FERINGS
• CONVENIENCE
• IMPROVE 
QUALITY
• TECHNOLOGY
• KNOWLEDGE
• ASSETS
• PERSONNEL
• MASS 
MARKET
• NICHE 
MARKET
• NEW 
MARKET
• CORE 
CUSTOM-
ERS
• B2C VS 
B2B
• REDUCTION OF CORE COSTS
• HIGHER CORE COSTS
• SHARED COSTS
• MORE PREDICTABLE COST STRUCTURE
• MORE VOLATILE COST STRUCTURE
• PRODUCT SALES
• COMMISSIONS
• FRANCHISE REVENUE
• LICENSING REVENUE
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B U S I N E S S  M O D E L  R E L AT I O N S H I P S
from the completed business model canvas above, create a diagram which describes the new 
way in which value is created and captured within your business. how has this changed?
INTERNET
FINANCIAL
MANUFACTURING
PRODUCT SUPPLY
PEOPLE
EDUCATION
RETAIL
PROPRIETARY
PARTNERSHIP
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In the global marketplace it is becoming 
increasingly more difficult to base a com-
panies business model around the propo-
sition of being price leaders. This position 
as a price leader is also typically vulnera-
ble to competitors and changes within the 
marketplace. However many businesses 
have found success by creating and cap-
turing price driven value. Examples would 
be Webjet, and Southwest Airlines.
KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITION CUSTOMER SEGMENTS
COST STRUCTURES REVENUE STREAMS
KEY RESOURCES
CHANNELS
CU
STOMER R ’SHIPS
B U S I N E S S  M O D E L  C A N VA S
what new partners 
can help in becom-
ing competitive on 
price?
what activities 
do you need to be 
able to act on 
this value propo-
sition?
in what way are 
you going to 
create a price 
driven value in 
your 
business?
how can better
relationships be built
with these segments?
what is the most cost effec-
tive channel to deliver
this value?
which customer segments 
will these channels reach
best?
what key 
resources 
are needed to 
maintain price 
competitiveness?
how can costs be reduced to provide more competi-
tive margins?
what is the best way to monetise this new value?
• ACADEMIC
• SUPPLIERS
• COMPETITORS
• CUSTOMERS
• MANUFACTUR-
ERS
• INNOVATION
• MARKETING
• ONLINE PRES-
ENCE
• TRAINING
• SALES +  
MARKETING
• LOYALTY, EDUCATION, BRAND LOVE, FAMILY
• BRICKS 
+ MOTAR
• DIRECT TO CUSTOMER, VIRTUAL, ONLINE
• LOW COST 
PROVIDER
• ONLY PAY FOR 
WHAT THEY 
USE
• BETTER EXPE-
RIENCE
• TECHNOLOGY
• KNOWLEDGE
• ASSETS
• PERSONNEL
• MASS 
MARKET
• NICHE 
MARKET
• NEW 
MARKET
• CORE 
CUSTOM-
ERS
• B2C VS 
B2B
• EXPANDING
• DOWNSIZING
• STREAMLINING PROCESSES
• INSOURCING
• OUTSOURCING
• PRODUCT SALES
• COMMISSIONS
• FRANCHISE REVENUE
• LICENSING REVENUE
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B U S I N E S S  M O D E L  R E L AT I O N S H I P S
from the completed business model canvas above, create a diagram which describes the new 
way in which value is created and captured within your business. how has this changed?
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PEOPLE
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RETAIL
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PARTNERSHIP
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CUSTOMER LED
what new partners can help 
provide key resources, or 
assist in your key activities?
what activities do you need to 
be able to act on this value 
proposition?
what resources are required 
to undertake these activities?
what costs are involved in implementing this model? what is the best way to monetise this new value?
how are you going to create 
new value for this customer?
what type of relation-
ships do you want to build 
with this segment?
what is the best way to 
deliver this value to your 
new customer 
segment?
which new customer segments are you 
targeting?
KEY PARTNERS KEY ACTIVITIES
KEY RESOURCES
COST STRUCTURES REVENUE STREAMS
VALUE PROPOSITION CUSTOMER SEGMENTS
B U S I N E S S  M O D E L  C A N VA S
1
2
4
3
5
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B U S I N E S S  M O D E L  R E L AT I O N S H I P S
from the completed business model canvas above, create a diagram which describes the new 
way in which value is created and captured within your business. how has this changed? INTERNET
FINANCIAL
MANUFACTURING
PRODUCT SUPPLY
PEOPLE
EDUCATION
RETAIL
PROPRIETARY
PARTNERSHIP
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what new partners could you 
share value with?
what activities can be 
performed within this cost 
structure?
what key resources are needed 
to perform these activities?
how is your cost structure an important driver for your strategy? what is the best way to monetise this new value?
in what way does this model 
create value for these 
customer segments?
how can better  
relationships be built with 
these segments?
which channel best fits
the companies cost
structure?
which customer segments are easily 
reached within this cost structure?
KEY PARTNERS KEY ACTIVITIES
KEY RESOURCES
COST STRUCTURES REVENUE STREAMS
VALUE PROPOSITION CUSTOMER SEGMENTS
B U S I N E S S  M O D E L  C A N VA S
CHANNELS
CU
STO
MER R ’SHIPS
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B U S I N E S S  M O D E L  R E L AT I O N S H I P S
from the completed business model canvas above, create a diagram which describes the new 
way in which value is created and captured within your business. how has this changed? INTERNET
FINANCIAL
MANUFACTURING
PRODUCT SUPPLY
PEOPLE
EDUCATION
RETAIL
PROPRIETARY
PARTNERSHIP
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what new partners can help 
strengthen key resources, 
or assist in your key
activities?
what activities do you need to 
be able to act on this value 
proposition?
what key resources does your 
business have?
what costs are involved in implementing this model? what is the best way to monetise this new value?
how are you going to create 
new value for this customer 
segment?
how can these resources 
be used to build better 
customer relationships?
what is the best way to
deliver this value to your 
new customer segment?
which customer segments will these 
relationships appeal too?
KEY PARTNERS KEY ACTIVITIES
KEY RESOURCES
COST STRUCTURES REVENUE STREAMS
VALUE PROPOSITION CUSTOMER SEGMENTS
B U S I N E S S  M O D E L  C A N VA S
CHANNELS
CU
STO
MER R ’SHIPS
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B U S I N E S S  M O D E L  R E L AT I O N S H I P S
from the completed business model canvas above, create a diagram which describes the new 
way in which value is created and captured within your business. how has this changed? INTERNET
FINANCIAL
MANUFACTURING
PRODUCT SUPPLY
PEOPLE
EDUCATION
RETAIL
PROPRIETARY
PARTNERSHIP
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who are your current key 
partners?
what key activities can your 
partners help you perform?
what resources can you share/
gain from partners?
how does your partnerships effect the costs of core expenses? what is the best way to monetise this new value?
what new value can be offered 
due to partnerships?
what type of 
relationships do you want 
to build with this segment?
what is the best way to
deliver this value to your 
new customer segment?
which new customer segments are you 
targeting?
KEY PARTNERS KEY ACTIVITIES
KEY RESOURCES
COST STRUCTURES REVENUE STREAMS
VALUE PROPOSITION CUSTOMER SEGMENTS
B U S I N E S S  M O D E L  C A N VA S
CHANNELS
CU
STO
MER R ’SHIPS
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B U S I N E S S  M O D E L  R E L AT I O N S H I P S
from the completed business model canvas above, create a diagram which describes the new 
way in which value is created and captured within your business. how has this changed? INTERNET
FINANCIAL
MANUFACTURING
PRODUCT SUPPLY
PEOPLE
EDUCATION
RETAIL
PROPRIETARY
PARTNERSHIP
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what new partners can help 
in becoming competitive on 
price?
what activities do you need to 
be able to act on this value 
proposition?
what key resources are needed 
to maintain price
competitiveness?
how can costs be reduced to provide more competitive margins? what is the best way to monetise this new value?
in what way are you going to 
create a price driven value in 
your business?
how can better 
relationships be built with 
these segments?
what is the most cost
effective channel to
deliver this value?
which customer segments will these 
channels reach best?
KEY PARTNERS KEY ACTIVITIES
KEY RESOURCES
COST STRUCTURES REVENUE STREAMS
VALUE PROPOSITION CUSTOMER SEGMENTS
B U S I N E S S  M O D E L  C A N VA S
CHANNELS
CU
STO
MER R ’SHIPS
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from the completed business model canvas above, create a diagram which describes the new 
way in which value is created and captured within your business. how has this changed? INTERNET
FINANCIAL
MANUFACTURING
PRODUCT SUPPLY
PEOPLE
EDUCATION
RETAIL
PROPRIETARY
PARTNERSHIP
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The purpose of this learning resource is to unpack and provide insight through viewing products and/or services in the context of their 
business model design. In doing so, it is hoped that this publication will enable, stimulate and fuel conversation surrounding business 
model design and innovation amongst companies worldwide. It is the authors’ belief that designers should be critically approaching, 
challenging and creating new business models as part of their practice. This belief portrays a new era where business model constructs 
become the new design brief of the future and fuel design and innovation to work together at a strategic level of the organisation. 
Design led companies, much like the companies within this book, have the capability to align their strategy through a central value 
proposition which is underpinned by the real needs of their customers and stakeholders. The result of a broad adoption of Design Led 
Innovation may lead to broader sustained growth, more competitive businesses that compete globally as well as locally, and importantly, 
contribute to a stronger and more prosperous Australian economy.
DESIGN INTEGRATED BUSINESS MODELS 
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APPENDIX
99 Designs
AMP
Anytime Fitness
Argus
Australian Fresh Leaf
Bankwest
Beacon Lighting
Bespoke Law
Black&Decker
BNR Automation
Centor
Chemist Warehouse
Cochlear
Commonwealth Bank
Expresso Delight
Griffith Hack
Hilti
Ikea
www.99designs.com.au
www.amp.com
www.anytimefitness.com.au
www.argushealth.com
www.freshleaf.com.au
www.bankwest.com.au
www.beaconlighting.com.au
www.bespokelaw.com
www.blackanddecker.com/
www.bnr.com.au
www.centor.com
www.chemistwarehouse.com.au
www.cochlear.com
www.cba.com.au
www.xpressodelight.com.au
www.griffithhack.com.au
www.hilti.com
www.ikea.com
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Inexpress
Jetstar
JRobins
Kickstarter
Kimberley Kampers
Kitcheners Kitchens
Lego
Nespresso
Nintendo Wii
Orica
P&G
Playstation
Quirky
Rabo Direct
Revive Clinics
Resmed
Selleys
Simpson Farms
www.inexpress.com.au
www.jetstar.com
www.jrobins.com.au
www.kickstarter.com
www.kimberleykampers.com
www.kitcheners.com.au
www.lego.com
www.nespresso.com.au
www.nintendo.com.au
www.orica.com.au
www.pg.com
au.playstation.com
www.quirky.com
www.rabodirect.com.au
www.reviveclinic.com.au
www.resmed.com
www.selleys.com.au
www.simpsonfarms.com
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Sketchchair
Southwest Airlines
Space Furniture
Sumo Salad
Superior Jetties
Tata Motors
Terry White Chemists
Webjet
Whole Foods
Zappos.com
Zara
www.sketchchair.cc
www.southwest.com
www.spacefurniture.com.au
www.sumosalad.com
www.superiorjetties.com
www.tatamotors.com
www.terrywhitechemists.com.au
www.webjet.com.au
www.wholefoodsmarket.com
www.zappos.com
www.zara.com
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